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mart styling alone 
never built a sound 
pesemess . . « ss 


Beautiful patterns sometimes cause one to take 
for granted the’ real fundamental factors that 
constitute the very foundation of a line of shoes, 
such as fit, construction, quality, wear, perform- 
ance, service and organization back of product. 
We invite you to look behind our “style front” 
so to speak. Dig in deep—get the low-down on 
our sixty year old factory organization. You'll 
discover that you not only can depend upon us 
for smart styling, but also consistent quality, 
superior fit and extra value. You'll discover 
why many merchants safely retail Tweedies at 
a higher mark-up, though they’re priced to 
retail at $5.00 and $6.00 on a normal mark-up. 
In short, you'll discover the many “intangibles” 
that successful merchants demand in a line. 
Tweedie Footwear Corporation, Jefferson City, 


Mo. Shoemakers since 1874. 
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EX BEACH revisits the Pain-Kil- 
ler—Dr. M. W. Locke, of Wil- 
liamsburg, Ontario, and notes a 
great change in the little Canadian 
village, which two years ago was 
about the size of a strawberry mart 
with a resident population of 300. 
“The town has changed agree- 
ably. Inns and hotels have been 
built—one of the latter with a hun- 





MIGOSH BUT 
THE OLD TOWN 

AINT WHAT IT USTER BE 
” a 














dred and twenty-five rooms—an- 
other with fifty; there are groups 
of cottages and bungalows arranged 
like tourist camps which afford 
housekeeping facilities; boarding 
houses have been enlarged and mul- 
tiplied; deep wells have been 
driven, sanitary precautions have 
been taken and bathrooms are no 
longer a curiosity. 

“Dr. Locke’s house and office are 
still as unpretentious as ever. The 
only changes that have been made 
are designed for the comfort of his 
patients. The yard, worn bare of 
grass by thousands of aching feet, 
has been floored with cement and 
is shaded by a canopy—but the 
crowd is the same, only larger. 

“Feet! Feet! Feet! Williams- 
burg thinks and talks of little else. 








Having come here as an investiga- 
tor, I interviewed many patients 
and from most of them I heard the 
same statement: ‘He treated nothing 
but my feet.’ ” 

* * *% 


t= New York School of Display 
next week opens its new Fall 
term in new quarters—Rockefeller 
Center, Room 1516, R. C. A. The 
increased demands for instruction 
in the art of displaying merchandise 
has necessitated increased display 
and lecture room facilities. 


* * * 


EW YORK leads the country in 

its early promotion of chil- 
dren’s shoes. Every major store in 
town has advertised to the children 
through the eyes of the reader 
parent. 





SHOR. 








Gimbel’s this week opened a new 
shop devoted to Buster Brown shoes 
and says: “Proper fitting’s vital. 
Mr. John Stone is on the job to 
supervise and final every sales- 
man’s fitting. There’s a tremendous 
selection of new shoes for year-old 
staggerers, eight-year-old scuffers, 
16-year-old strutters. Bring ’em in 
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tomorrow. They'll get a_ great 
thrill out of the new Buster Brown 
Shop—huge colored panels show- 
ing dramatic events in American 
history!” 

Macy’s shows blackboard panels 
in its windows: “Readin’, Ritin’ 
and Thriftmetic.” 




















RANK R. ARMSTRONG returns 
to his first love—retailing— 
after a long road experience. He 
has opened a comfort shoe shop at 
49 West 46th Street, New York City. 
Long ago he was taught the funda- 
mentals of shoe fitting by James 
Coward and he has never forgotten 
them. 

One shoe and one service alone, 
he expects, will keep his shop busy. 
Foot covering for children who have 
had infantile paralysis. The shoe 
is designed with long bicycle bal 
sides to permit easy lacing and ad- 
justment. His men’s and women’s 


shoes are specialized. 

Travelers in the New York dis- 
trict are cheering him on to success 
and are telling people everywhere 
about his shoe specialties. 
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ASHION editors, publicists and 

stylists attended the cocktail 
party of I. Miller & Sons, Inc., at 
450 Fifth Avenue, on Sept. 11. 
After the four o’clock festivities, the 
“opening” developed a purpose. A 
dramatic skit—‘“Happy Feet and 
Beautiful Shoes”—in the setting of 
a shoe store, made possible the 
presentation of shoes as they once 
were sold and as they will now be 
sold by registered, licensed shoe 
fitters. 

It seems that every man in the 
four New York shops has completed 
eight months of intensive training. 
Only 102 men passed the rigid final 
examination and they are now the 
only men who will serve in these 
Miller stores as master fitters of 


beautiful shoes. 


STEWART ATWOOD, of H. 

- A. & E. Smith Company, Ham- 

ilton, Bermuda, is first of the “sun” 

merchants to come to America in 

preparation for Spring and Summer 
1935. 

There has been no depression in 
Bermuda and Winter cruises are on 
the increase. Mr. Atwood finds it 
necessary to come to the American 
market three times a year. He 
usually attends the Styles Confer- 
ence, but to replenish his Winter 
stocks in blacks and browns has 


necessitated this early visit. 
- - * 
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HAT is a shoe wholesaler? 

“The term ‘shoe wholesaler’ 
hinges on interpretation of ‘buys or 
maintains’ in contradistinction to 
‘buys and maintains.’ It all de- 
pends whether you are an ‘or man’ 
or an ‘and man.’ 

“Under Article II of the pro- 
posed supplemental code for the 
Wholesale Shoe Trade, which bears 
the heading ‘Definitions,’ the defi- 
nition of a ‘Wholesaler’ or ‘Dis- 
tributor’ is made to include— 

‘any individual, partnership, as- 

sociation, corporation, or other 

form of enterprise, or an organ- 
ized division thereof, or an or- 
ganized branch of a manu- 
facturer, which by the nature of 
his or its operation is definitely 
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—A sizeable New York department store 
announced recently, in smashing news- 
paper space, that it would forego for 
the period of one year all profits and 
all dividends to stockholders. 

—These savings to be passed on to their 
customers in the form of lower prices 
and better values. 

—And now this same store announces 
that several thousand customers who 
owe that organization $176,434 will be 
told that every cent of their indebted- 
ness has been cancelled. 

—It may be wise to be thrifty, but it's 
equally silly to be foolish. 

—The purpose of business is to make 
a profit. 

—In good times profits are bigger, in bad 
times there may be no profits at all— 
but a profit is the economic objective 
of any business at all times and under 
all conditions. 

—If all the debts of the world could be 
automatically cancelled at any one 
moment, it's possible to conceive that 
we could all start over again with a 
clean slate and build up a new and 
better economic and financial structure. 

—But the odds are a million to one that 
we would all soon be in debt again. 

—Maybe this New York store is sensing 
and anticipating a Utopia that is be- 
yond the ken of us poor mortals. 

—But it doesn't sound logical to us, 
and we hope the germs won't spread. 


President. 





organized to render a wholesale 

distribution service and buys or 

maintains at its place of business 

a stock of shoes from which it 

sells to retailers, but which does 

not sell in any significant 
amounts to ultimate consumers.’ 

“The National Boot and Shoe 
Manufacturers Association, how- 
ever, says: 

“ *This definition differs radically 
from other approved supplemental 
codes under the general code for 
the “Wholesaling or Distributing 
Trade” in that it proposes to in- 
clude “an organized branch of a 
manufacturer” and a firm which 
“buys or maintains” at its place of 
business a stock . . . instead of one 
which “buys and maintains,” as in 
the “General” Code. These changes 
were made so as to include under 
this proposed code every shoe man- 
ufacturer which has an organized 
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selling branch or which carries a 
stock of shoes on hand for shipment 
to retailers. It aims to separate 
the selling or distributing depart- 
ments or branches of a manufac- 
turer from the rest of his organiza- 
tion. If such a definition is ap- 
proved it will establish a precedent 
so far-reaching and so unsettling to 
American Industry generally that 
the shoe manufacturing industry 
cannot consent to being a party to 
it. Such definition, put into effect 
in other general or supplemental 
codes for the wholesaling trade, 
would place the manufacturing de- 
partment of a manufacturer under 
one code and the selling depart- 
ment under another, thus compli- 
cating and affecting adversely the 
business of every manufacturer in 
the United States which carries 
goods in stock and sells to retail- 
ers, either direct or through organ- 
ized branches. The amount of 
business affected would run into 
billions of dollars and widespread 
misunderstanding and __ litigation 
would result.’ ” 
* * * 

117 IVE us shoes” is the cry of 

the. Russian peasant. No 
white civilization in the world has 
less foot covering per person per 
year. The figures show less than 
one-third of a pair of serviceable 
shoes per person, per year. The 








Soviet now plan a pair of shoes for 
everybody in 1935. 

A large mass-production shoe 
factory is being built in the Sibe- 
rian village of Alma-Ata, and when 
it and its sister factories are fin- 
ished, as they will be by 1935, the 
goal of the Soviet Union that every 
peasant shall have a pair of shoes 
may become reality. The produc- 
tion is set at 30,000,000 pairs of 
boots and shoes a year. 

* * * 


H. GEUTING, Chairman of 

the Code Committee of the 

National Shoe Retailers’ Associa- 

tion, in a written speech sent to the 
Buffalo convention, said: 

“As a golf player for thirty years, 
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I wish to remind you as golfers that 

a professional may know exactly 
what is wrong with you, and can tell 
you exactly what to do, where to 
throw your weight, how to pivot, 
how to get your wrist into action, 
and how to hit the ball by proper 
timing straight on the nose, bring- 
ing you a 250-yard drive straight 
down the fairway. But no profes- 
sional has been able to get you to 
actually do it. 

“These codes had very fine inten- 
tions, and were enthusiastically re- 
ceived by many of us, but their 
complications are so intricate and 
complex that their success cannot 
be assured. 

“Take the common law, for ex- 
ample. You could not, under the 
common law, advertise a genuine 
buckskin shoe and serve a side 
leather. Yet it has been done. Do 
you really think that human nature 
has changed to the degree that this 
will not be done, that misrepresen- 
tation will not take place in some 
form or other because it happens to 
be called a code instead of a law? 
The Blue Eagle isn’t the respected 
bird it was when it was first intro- 


duced in a patriotic fervor.” 
* * * 


ANCY HAGGERTY, whose 
quality shoe business in New 
York City is a delightful tribute to 
the abilities of a business woman 
who has ventured into the topmost 
field of shoe retailing with consid- 
erable success these several years, 
gave a little showing of shoes and 
bags in fashionable greens for Fall. 
The affair was held in the Petite 
Salon of the Park Lane on Tuesday, 
Sept. 11, between the hours of four 
and six. It was unique in the fact 
that the only shoes shown were 
clever creations in green leathers 
and materials. Even the invitation 
itself was printed in green on green 
paper. 
The very audacity of the showing 
displayed the courage and imagina- 
tion of Miss Haggerty in officially 


opening a new season this way. 
* * * 


ONGRATS again to the Wash- 
ington Herald on the new Fall 
Shoe Section, which appeared Sept. 
9 and contains seven pages full of 
shoes, illustrations, text and adver- 


tisements. 
Herbert J. Rich, president of the 
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Washingto.. Shoe Retailers’ Asso- 
ciation, in praise of the section, 
says: 

“‘We have stepped into a new era 
of shoe elegance that in its wealth 
of design and richness of fabrics 
has not been equaled for many 
years. Women have demanded 
novelties and new shoe ideas to 
match and complement the endless 
variety of their Autumn costumes. 
The shoe manufacturers have re- 
sponded and have‘ exceeded their 
own fondest dreams in the beauty 
they have created. 

“There are shoes to please every 
taste and every pocketbook, the 
simplest wish and most extravagant 
whim. The shoe merchants ask one 
and all to come to see the marvels 
in footwear they have on display 
not only in their windows, but also 
in the hidden recesses of their 
crowded shelves.” 


* * * 


F you are planning to be in 
England in early October, don’t 
fail to attend the 35th International 
Shoe and Leather Fair—Oct. 8 to 
12 at the Royal Agricultural Hall. 
This great market fair has been 
in existence for thirty-five years and 
has continued a practical open- 
booth, strictly business set-up, with 
every branch of the industry co- 
operating. None of the frills, such 
as hotel sample rooms, entertain- 
ment and what have you, interfere 
with the normal, logical display of 
merchandise offered for sale. Un- 

























der one roof is displayed light and 
heavy leathers, shoe manufacturing 
and repairing machinery, boots and 
shoes for all markets and a wide 
variety of trade accessories. 

The Fair is conducted by a so- 
ciety of directors who represent all 
sections of the shoe, leather and 
allied industries. In the five-day 
session nothing interferes with the 
business program. The Fair closes 
each evening at seven o’clock. 

American shoe men should apply 
to the Council of the Shoe and 
Leather Fair Society for trade invi- 
tation tickets. Otherwise payment 
is two shillings, including tax. 


* % % 


LL hail to a new store for R. 

L. Leeson & Son .of Elwood, 
Ind., opened a fine new store cov- 
ering 44,686 square feet—as a sa- 
lute to better public service this 
Fall. It is said to be one of the 
finest stores in Indiana. 

The shoe department is 68 feet 
long and has five rows of shelving 
that run the full length. Every 
facility practical to the retail shoe 
business has been put into the de- 
partment in service to high-grade 
lines of shoes. 

J. G. Bowman, who has been 
buyer and manager of the shoe de- 
partment for the past four and a 
half years, is friendly host and 
guide to all shoe men who come to 
Elwood to see and inspect the new 
department. 


“Sat 


Shoe Manufacturer's Son:—"Look, Pop, Three point suspension.” 



















ANNOUNCEMENT that Federal Relief Administra- 
tor Harry L. Hopkins, following a conference with 
officers of the National Boot and Shoe Manufacturers 
Association in Washington, Sept. 14, had decided to 
hold the drought hides now in possession of the Fed- 
eral Surplus Relief Corporation off the market until 
such time as they can be absorbed in an orderly way, 
was hailed with general satisfaction by tanners, shoe 
manufacturer and merchants and by the shoe and 
leather trades generally. 

The National Boot and Shoe Manufacturers Associa- 
tion issued the following statement summarizing the 
results of the conference with Mr. Hopkins: 

“Upon the invitation of Mr. Harry L. Hopkins, Fed- 
eral Relief Administrator, President Selby of the 
National Boot and Shoe Manufacturers Association, 
and Vice Presidents Fred A. Miller, Charles F. John- 
son, Jr., and Jay O. Ball, attended a conference with 
Mr. Hopkins in Washington Friday afternoon, Septem- 
ber 14, 1934, to discuss the recommendations of the 
Board of Directors of the National Boot and Shoe Man- 
ufacturers Association regarding possible disposition 
of hides taken from cattle purchased in drought areas 
by the government. 

“The Committee for the shoe manufacturers pre- 
sented the position of the industry as expressed in the 
telegram recently sent by the Board of Directors of 
the National Boot and Shoe Manufacturers Association 
to the President of the United States, to the Federal 
Relief Administrator and to the Secretary of Agricul- 
ture, recommending that hides already purchased, and 
to be purchased by the government be held and re- 
leased from time to time as they may be absorbed in 
an orderly and normal way by the leather and shoe 
industries. 

“Members of the committee stated that Mr. Hopkins 
extended a very cordial reception to them, approached 
the problem with an open mind, and considered the 
various aspects of the matter from its several angles, 
namely, the necessities of relief, the normal consump- 
tion, and the possible effects on consumers, shoe retail: 
ers, shoe manufacturers, and tanners, of the government 
owned surplus of hides, on the hide and leather markets. 

“The committee found that Mr. Hopkins and his 
staff of experts had made a very careful analysis of 
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Plan to Process 





the trends in the hide, leather and shoe markets and 
had considered various alternatives for the disposition 
of the government owned hides. At the close of the 
conference, Mr. Hopkins took the matter under ad- 
visement and subsequently the following statement was 
released : 

“ ‘Harry L. Hopkins, Federal Emergency Relief Ad- 
ministrator, announced today that he had decided to 
hold hides which the Federal Surplus Relief Corpora- 
tion has secured as a result of the removal of cattle 
in the drouth area off the market until they can be ab- 
sorbed in an orderly way. 





Photo from Wide World 


If these grades of leather are ob- 
tained from an average steer hide, 
what sort of leather can be made 
from a drought hide? 

“‘T am convinced,’ Mr. Hopkins said, ‘that it is to 
the interest of the Government that hides not be sold 
or processed at this time.’ ” 

Louis J. Robertson, chairman of the Board of Direc- 
tors of the Tanners Council, issued the following state- 
ment to the leather industry: 

“This office has just been advised through its Wash- 
ington Contact Committee that the various governmen- 
tal agencies controlling the drought hide and skin 
situation have concluded to abandon the program of 
having cattle hides and calfskins tanned for account of 
the Federal Relief Administration. 

“The principle, originally endorsed by our industry 
and in the first instance suggested to the government, 
will now be followed. 
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“This means that all government owned hides and 
calfskins acquired after Sept. 5 will be kept out of the 
market and will be held by the Government until such 
proper time when orderly disposition thereof can be 
made without disturbing open market conditions. 

“The government has not yet determined upon a 
final policy relative to sheepskins; that will be an- 
nounced later. 

“This plan has the endorsement of the shoe manu- 
facturers and the shoe retailers, and it is expected that 
with this announcement by the government of a policy 
satisfactory to the leather industry and its allied in- 





dustries, a great deal of the uncertainty with which 
we have been surrounded, will be behind us. 

“Substantial requirements of the relative agencies 
for gloves, shoes and garments, which presumably must 
now be purchased in the open market, should furnish 
the initial stimulus for improvement in our industry 
and in our allied industries. 

“The above is, at this writing, the policy of the gov- 
ernment. In the event of any change, you will be 
advised promptly.” 

The situation which several weeks ago gave rise to 
feverish activity on the part of the National Boot and 
Shoe Manufacturers Association, the National Shoe 
Retailers Association, National Council of Shoe Re- 
tailers, Tanners Council and associations and individ- 
uals representative of the shoe and leather trades, grew 
out of the action of the government in purchasing cat- 
tle threatened with starvation by the drought in mid- 
western areas. These cattle were slaughtered in various 





Drought Hides Abandoned 











1934 15 


Federal Relief Administrator Hopkins Announces 
Decision following Conference with Committee 
of Officers of National Boot and Shoe Manu- 
facturers Association—United Action by All 


Trade Groups Proves Effective 


packing houses and the packers received the hides in 
compensation for slaughtering the animals. 

The leather industry naturally became alarmed lest 
the flooding of the market with this immense quantity 
of raw material should demoralize the price situation, 
and an arrangement was subsequently perfected with 
the government whereby the Federal Surplus Relief 
Corporation took over the hides. The problem of 
their disposition still remained, and one of the plans 
suggested was that the corporation should have them 
processed into leather, to be made up into shoes, coats 


and other necessities which would be distributed among 
the unemployed. 


Tuis proposal met with immediate and strong op- 
position on the part of shoe manufacturers and mer- 
chants, and Washington was flooded with resolutions 
of protest. The conference between Federal Relief 
Administrator Hopkins and the committee representing 
the National Boot and Shoe Manufacturers Association 
was the result. 

While details for the ultimate disposition of the 
hides in the hands of the government have not been 
fully worked out, the immediate threat to the leather 
and shoe industries has apparently been averted, and 
the result is hailed as a striking example of the value 
of associated effort, and the necessity of constant vig- 
ilance on the part of the various organized groups rep- 
resentative of the industry. The fact that all of these 
groups presented a united front on this issue and co- 
operated freely in this emergency is cited as an illus- 
tration of the value and necessity of such cooperation 
in protecting the interests of the entire industry. 

Commenting on this phase of the matter, the Na- 
tional Council of Shoe Retailers, Inc., on Sept. 15 gave 
out the following: 

“According to advices received here today (Satur- 
day) the government has abandoned its plan for the 
processing of drought cattle hides for distribution 
through relief channels. Federal Relief Administrator 


Harry L. Hopkins announced that the hides will be held 
by the Federal Surplus Relief Corporation until they 
can be disposed of in an orderly manner. 

[TURN TO PAGE 60, PLEASE] 
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Silk fabric shoes played 
their part in the Silk Parade 
this week—a_ nation-wide 
promotion for pure silks. 
The importance of "drink- 
ing dresses," as Schiapareili 
calls them, brings the 
formal shoe into prom- 
inence. tll 



















This is the "“Bo-Peep" accessory ensemble 

styled by Florence King. Bag, shoes and 

gloves of suede with an antelope beret, all 
trimmed with the bow motif. 





Tuis year the new collections have done their best to em- 
phasize this important point—A woman now needs two kinds 
of clothes—sturdy tailored clothes and romantic, formal 
clothes. And shoe stores do well to make the most of this 
clean-cut contrast between the two types of costumes. Instead 
of featuring shoes that can be worn anywhere with anything, 
it’s good business to promote tailored shoes for tailored outfits 
and formal shoes for formal ensembles. The photographs on 
these pages are all examples of the formal side of the Fall 
picture. 















BOOT AND SHOE RECORDER, 


The chances are a woman would 
not wear all four bow-trimmed 









articles at once, but she is likely 
to pick at least two out of four 
when she sees such an attractive 
display of harmonizing accessories. 


The lady on the left, with her 
velvet and mesh accessories, 
illustrates a fashion of first 
significance — metallic trim- 
mings. There never was a 
season when gold and silver 
have been featured so much. 
The smartest shoes carry out 
the same bright accent. 
Ornaments of gold for day- 
time shoes. Fine pipings, 
underlays and ornaments of 
gold or silver for the after- 
noon and evening. Don't miss 
the opportunity to tie in your 
shoes with the metal touch in 
costumes. Photograph cour- 
tesy the Velvet Guild. 


The two Photographs on this 
page show why the suede and 
patent combination is so 
smart in shoes. It fits in with 
the same bright and dull com- 
bination in clothes. 
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The dress is an interesting knitted 

weave with black satin trimming. It 

is typical of many Fall and Winter 

clothes that alternate dull and gleam- 
ing surfaces. 










The shoe was chosen by this French 
Couturier to be worn with the dress 
above and modelled by her manne- 
quins in her Fall opening. The fine 
perforations in the suede, echoing 
the lacy weave of the dress, are 
another nice ensemble detail 













Q. What is meant by anticipating customer 
demand? 

A. Retailers know that profits come as a result of 
having the right shoes on hand when consumers de- 
mand them. That’s good retailing. It justifies the 
store’s existence. Unfortunately, it is not very easy to 
be able to predict in advance all that the consumers 
will demand. In former days, nearly every time a re- 
tailer bought shoes, he asked himself the question, 
“will this be the kind of shoe my consumer will want?” 
Instinctively he was trying to tell beforehand what his 
consumers will demand of him. If we reviewed his 
method of buying we will readily see that he relied on 
his own snap judgment. 

Sometimes he referred to his stocks, sometimes he 
took a salesman’s word for it and bought out of the 
line shown him. Then again, some retailers looked 
to their competitors for ideas. Some went still further 
and scanned the trade magazines. So the accidental 
chase for ideas of what the consumers wanted went 
along. This procedure, however, took its toll at the 
end of the season when the retailer tallied up his ter- 
rific markdowns and large inventories. 

Careful retailers began to see that this method had 
to be changed if they were to stay in business. Today 
they are discarding this old-fashioned way of buying 
shoes. They are replacing it by a more accurate and 
scientific method of analysis. They are gathering in- 
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Anticipating Customer 


Demand 


LOUIS G. FEMAN 


Instructor in Merchandising 
and Designing 
Central Needle Trades 
High School 
New York City 
In my courses in Shoe Merchandis- 
ing and Shoe Designing, | am 
using the question and answer 


method of presentation and find 
it most effective. 


formation about the way they do business. Their con- 
sumers are studied in their buying environment, the 
retail store is analyzed as a unit in the community, the 
retailer seeks to use this organized information to 
formulate a working basis for improving his business. 
These are the important elements that go to make up 
the problem of anticipating consumer demand. 


Q. Where is the starting point? 

A. Since the problem involves the question of what 
the consumer will want, the retailer, by studying his 
store records, can find out what his consumer did want 
in the recent past. While it is true that not only do 
consumer wants change, but that consumers and com- 
munities are continually changing, still, in most in- 
stances, extremely radical changes do not occur within 
one season. There is always some direction to the 
change. It is this direction or tendency of the con- 
sumer that he is trying to find out. 

What is the new level of desires of his consumers 
for the coming season? The sales slips tell him much 
of the story in the past. They tell him, for example, 
what prices met with their greatest approval. If he 
looked still further he will see what patterns, colors, 
materials, and heel heights were most wanted. If he 
look to his records of markdowns and “bad buys” 
and large inventories he will see what they did not want. 


Q. What must we know about our consumer? 
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with a Store Rating 


CHART 


The purpose of this article is to help the retailer 
formulate for himself a definite written plan for 
anticipating consumer demand. 

In order to simplify his task the writer has de- 
veloped a "Store Rating Chart." A _ similar 


analysis over a period of several seasons will give 
the retailer a clear picture of the changes affect- 
ing his trade. 
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LOUIS G. FEMAN 


A. 1. What kind of consumers have we? 


The age of women shoppers no longer guides us as 
to the kind of shoes she will buy. We must go to the 
consumers and our store records to find just what type 
of trade we are catering to. In general there are three 
distinct types of women shoe buyers. The fashion con- 
scious women, the conservative women and the correc- 
tive shoe buyer. While there is no sharp and clear 
cut line of distinction between each of these groups 
today, for our purpose we can set certain shoe group- 
ings into each class and get a percentage of each from 
our sales slips. 

After we analyze our percentages it would be inter- 
esting to see whether those percentages agree with our 
experience and buying plans. We are interested in 
what kind of consumer we will have next season. To 
be able to foretell this more accurately we look to our 
community to see if there are any factors which will 
What are these factors 
and how much of a part will they play? 

[TURN TO PAGE 32, PLEASE] 


materially alter these groups. 


Mr. Feman has been conducting courses in 
shoe merchandising for several years under the 
auspices of the Board of Education of the City 
of New York. With a background of experience 
in shoe retailing, shoe manufacturing, selling 
and education, he is now conducting research 
in the problems of shoe retailing. This article 
is the first of a series, the next, appearing 
shortly, is entitled: "What a Buyer Should 
Know About Ordering Fashion Shoes." 








WILLIAM PIDGEON 


How shall we, as retail shoe men, think and plan 
when the old order of things is breaking down and a 
new order is being born?” 

“I am not going to talk economics, although nothing 


would please me better than to stand here for an hour - 


and just picture in my own way the economic situation 
of the world today. Some of it is not so good; some 
of it is very hopeful. But the old economic world is 
tottering, not only in this country, but in Europe. 
Fascism in Italy, and you know what is going on in 
Germany. And the great, mysterious, wonderful crea- 
tion which is being born in Russia, the power of which 
no man or woman knows. What they have brought 
into our economic life is beyond the ken of man. 
Something is being born there, and in the throes of 
birth it may bring to this world a glorious era or it 
may plunge us into chaos. I do not know, but the fact 
remains that it is so just the same. 

“For 16 years or so Russia has stood against every 
nation on earth. It has the strongest army on earth. 
The youth of Russia is in the saddle and on the march. 
I could go on with a lot of interesting things about 
what is going on over there, but I leave with you the 
thought that a new world is being born, the like of 
which we have never seen. It is an experiment so 
gigantic that it is safe to say humanity has not brought 
forth a thing of its kind in all its long journey so far. 

“What are they trying to do? They are trying to 
find order in a crashing world. In the twinkling of 
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FIND OUT 


an eye they ground out the economic scheme that had 
the moss of ages on it. 

“What are they doing in Italy? What is Fascism 
and who is Mussolini? Nothing but a great powerful 
character who is taking Italy and forging its people 
into a great race, and thus endeavoring to find the 
answer to the riddle of the economic question of today. 

“Who are Hitler and his followers, in Germany? 
What are they trying to do? Nothing but another 
attempt, in another way, to find order out of chaos. 

“It may be said: ‘Why, that is all the aftermath of 
the war.’ That is true to some extent, but it is not all 
true. Whether the war had come or not, you still 
would have had the changing order of economic life 
that is on us. Do not kid yourselves; an old order is 
dying. I do not know what is going to come forth, 
no one does, but something is coming forth. Now, in 
this country, are we playing our part in it? 

“What is our answer? An honest attempt to bring 
order in a confused economic world today. That is 
what it is, and that is all NRA is. I am not here to 
talk NRA, for or against it. I could, if I wished, 
because I have my ideas and I can state them very 
strongly if I want to. That is not my mission here 
tonight. I just say this about NRA; it is the best 
attempt, so far, that America has put forth to answer 
the same eternal riddle that the European nations have 
endeavored to answer in their way. That is a question, 
perhaps, to be decided, but we shall not discuss or 
pursue it any further. 

“I come now to the next thing I want to discuss 
with you, namely: ‘How shall we think as business 
men, in an order that is honestly attempting to change 
from something that was to something that ought to 
be.’ We cannot go into all the large aspects of it, we 
have not time, and it is not our function, but what we 
want to know is something about how it affects us as 
shoe men. 

“Let us take our own craft, if you will, and go back 
just a little bit. I will not go back too far, but I just 
want to cover the picture so you will get what I am 
aiming at. Go back to the day when the manufacturers 
made shoes in just the way they used to make them. 
We had a manufacturer who made a line of shoes. 
He had salesmen and sent them out on the road twice 
a year; retailers bought twice a year; they closed their 
eyes, and in about six months the man came around 
again and they again placed their orders, and that was 
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WHERE YOU FIT?..... 


the end of it. 
humdrum way. 


That went on for years in that same 


“Those of you who have sold shoes on the road to 
retailers, and most of us have, know that back 50 or 
60 years ago the retailers owned their own stores. 
That was not 100 per cent true, but it was 80 per cent 
true. Now comes the economic order that changes all 
that. The changes are taking place before our eyes 
so gradually, yet so powerfully, that sometimes we do 
not realize what is going on. But it does change. 


“If you, who are a little older, in this room, will 
just turn back the pages of your memory to the manu- 
facturers who have passed out in the last 15 years, 
you will recall names that had a generation, two gen- 
erations and three generations behind them. They 
had been built on the life blood of families, who put 
their best in great names, and in the twinkling of an 
eye they were snuffed out. You know what I am talk- 
ing about. I do not have to mention names. 


““GOMRTUING hex: happened not caly to the mane 
facturer, but in the passing of his old order something 
happened to his sales force and something has hap- 
pened to the retailing of shoes. 

“At one time, groups of men, called shoe retailers, 
bought those shoes from manufacturers and sold them. 
This is so obvious it seems a shame to relate it, but I 
want to come to the point a little later on. There was 
a time when a traveling salesman could come into 
Rochester and I venture to say he could go to 25 or 
30 outlets, with a prospect of selling his manufactured 
product to the retailers in that city, and with some 
chance of having the credit manager pass the orders. 
I have travelers come into my store, many of them 
high class men, and say: ‘We can only see about three 
men in your town.’ I had one of them name a city 
larger than Rochester, the other day, and say: ‘I can 
only see one man in that town.’ This is a fact, this is 
no dream, and what is coming? 

“I want to read you something, in just a minute 
here. At one time you boys of the road could come 
into our city and sell our men and then gradually 
something happened to the retail trade. It began to 
be split up into subdivisions. Retailing still goes on, 
but instead of the old retailer, as you and I understood 
that word and what it meant in the days gone by, now, 
you have the factor of the retailing of shoes being sub- 
divided into very many, many activities, so that the 





BY WILLIAM PIDGEON 


Rochester Merchant, in Inspiring Talk at 
the New York State Shoe Retailers Con- 
vention, Prescribes Formula for Independ- 
ent Retailers Who Seek to Survive 
Changes of Economic Upheaval—Urges 
Manufacturers and Merchants to Co- 
operate in Earnest Attempt to Minimize 


Present-Day Problems 


individual retail store, from which, to a large extent, 
you get your living or no living at all, is practically 
gone. 

“From the old, individual store, we had the intro- 
duction of chain stores. I am not going to rave against 
the chain stores or any of these subdivisions I am 
naming, but they are a fact, and we have to face them. 
Then came the specialty store and the specialty store 
ground was in turn broken into three or four segments, 
footwear, women’s footwear and children’s. 
Then came manufacturers’ outlets, manufacturers who 
did not want to sell to retailers and opened their own 
stores. Then came the mail order houses, and it would 
scare you to know how many million dollars worth of 
merchandise they sold. Then came the sample stores 


men’s 


and then came the neighborhood or house stores. They 
moved the living room back and pulled the kitchen out, 
bought shoes and put them in there, and I venture to 
say that you can go out there at night time, say from 
seven o'clock on, and you will find a string of automo- 
biles 25 deep down the street; good reputable citizens 
buying shoes out of clothes presses in the fronts of 
houses. Then, you had door to door selling, with mil- 
lions of dollars of shoes sold that way every day, 
eliminating salesmen of your kind. Then you had the 
‘direct from manufacturer’ selling, eliminating the re- 
tailer and eliminating the traveling salesman. Then, 
you had department stores. Of course, they came early. 
Following them you had the bargain basement stores. 
[TURN TO PAGE 38, PLEASE] 
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In Business—Yet Profitless? 


WHAT is so terrible about making a profit? Why 
is it an evil for business to make money? Yet we now 
hear about “profitless performance” as the basis of a 
new philosophy in merchandising—the surprise of a 
century. Have advertising men and promotion builders 
exhausted their vocabulary of selling ideas and come to 
the point where they must haul out the halo of “un- 
selfishness” and place it on the brow of their client? 

The public is expected to believe that the store is in 
service for the love of it—the idea being to acclaim, 
through advertising, that not one cent of profit will 
touch the hand of so noble a “character.” The idea of 
operating business without a profit is supposed to glo- 
rify the business that declares its principle to be: “Ser- 
vice without recompense” so that the people may get 
the belief that here only you “get the most for the 
money.” 

The idea is not entirely new. Special sales have 
been held without profit since advertising began, but to 
declare a store’s policy for the period of a year as 
operating down the “no profit” path may be more un- 
comfortable to the business as time progresses. The 
public may first appreciate the idea but it is exceed- 
ingly difficult to sustain over a long period of time the 
enthusiasm for an idiotic move. The truth is that even 
though the store did operate without a book profit, 
it does expect a profit in prestige, a profit in increased 
volume, thereby increasing the physical value of the 
business and a dozen or more incidental profits, not to 
be measured in cash the first year but collectible some 
time in the future. 

- There is no magic to running a business without 
profit. Hundreds of merchants have been running their 
business without a profit for a period of years but 
they don’t feel in the mood to brag about it. These 
merchants have rendered every ounce of effective ser- 
vice at their command but fortuitous circumstances 
prevented a profit. 


The primary motive which actuates most men 
to embark in the retail shoe business is to make 
money. The shoe merchant invests his time, his 
energy, his brains and his capital in the hope that 
he may make a profit on each of these investments. 


The shoe merchant is the natural selector of mer- 
chandise for his community. The public expects him 
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to be recompensed for his service and he in turn pays 
his good money for other goods and services on which 
he expects some profit to the individual will be made. 

If we are in for a period of assaulting a profit, it is 
time that the truth, the whole truth and nothing but 
the truth should be told about the scheme of profit. All 
life is a game of profit and loss. Even in communized 
Russia the active, ambitious worker is recompensed 
with a little more in the shape of bread and meat tickets 
—yes, and even honors—all profits in the light of 
showing a difference between the worker and the 
shirker. Even in the bread-line in a big city the un- 
fortunate who sells his personality gets a bigger slice 
of bread, more coffee or a better garment from the 
relief pile. 

That’s all there is to life—a profit. One of the rea- 
sons why things are somewhat stagnant at the moment 
is that the incentive towards the profit is being tinkered 
with. Many a man would buy property today if he felt 
that he would profit by the natural appreciation of 
that piece of land. He would invest his money in so 
substantial a thing as land itself in the hopes of a 
future profit through holding. 

We notice that one concern brags about the fact that 
it makes no profit at retail and is content with only 
the profit that it gets through discounts. It has worked 
out a scheme whereby it enjoys not only the 5 per cent 
of regular discount but 1 per cent per month antic- 
ipated payment. The net result of it is an 8 per cent 
profit to business, and yet the concern brags high, 
wide and handsome that it operates without a profit 
so as to give the public the most for the money. 

All profit is reward for service rendered. Let’s not 
get into the new mood of preaching “no profit,” for 
it leads 4 nation nowhere. 
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@ Write today for complete details regarding our 
Exclusive Dealer Franchise, the low-cost cooper- 
ative newspaper advertising campaign, the free 
window and counter displays, the direct mail cam- 
paigns. A wonderful opportunity to cash in on a 
thoroughly planned merchandising program that 
really SELLS shoes. Write today for particulars. 
AULT-SHACKFORD SHOE CO., AUBURN, MAINE. 

















Here, in miniature, are five ads from AiR- 
Trep’s ‘20 Steps” campaign — one of the 


most original and appealing shoe 











in years. But note, too, that each ad sells 
Arr-Trep features. This is hard-selling, reason- 
why copy applied with the brush of human- 


interest! 


Three outstanding patented features make the new AiR-TREDS easier 
to sell: 1. The springy, buoyant Air-Tred Air-cell Cushion makes every 
step like “‘Walking on Air.” 2. The Air-Tred Arch Pillow fits gently 
under the arch, giving comfortable and healthful support to this vital 
part of the foot. 3. The Air-Tred Air-cell Cushion in the heel helps 
absorb the shocks of walking on hard surfaces, of prolonged standing. 





When writing advertisers please mention Boot and Shoe Recorder 








Bloomingdale 


DEPARTMENT stores have one big advantage in dis- 
playing shoes to the customer. It’s easy for them to 
show shoes with the costume for which they are intended. 
Shoe stores find it more difficult to develop displays of 
this character, but they, too, can show use of the shoes 
in windows, if they are willing to go to a little extra 
trouble and expense in creating a fashion background 
by having illustrations done by a local poster artist. 
Or they can frequently arrange with a clothing or ap- 
parel shop that doesn’t sell shoes, for the use of apparel 
for display purposes. 

A men’s shoe store manager of our acquaintance re- 
cently entered into an arrangement of this nature with a 
clothing store in the same block, by which he obtains 
the use of clothing and hats for display purposes in 
return for a small placard saying that the apparel is 
shown by courtesy of the clothing store. 

When it isn’t practical to obtain suits, coats or gowns 
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Men are being taught more and more to think of their 

shoes in relation to their clothes, hats and accessories, 

and displays built around this idea make for more pairage 
and better profits. 








Show SHOES in Relation 


New York 


Inc. 





for this purpose, the shoe man can at least make use 
of hosiery, handbags and the other accessories which 
he sells in his own store. Displays that feature acces- 
sories with the shoe not only serve to promote the sales 
of these extra items, but also make the shoe displays 
themselves much more effective. 

The ensemble idea has long been an important factor 
in the styling and merchandising of women’s footwear 
and apparel, and it is steadily becoming a more potent 
influence affecting the sales of shoes for men. Moving 
pictures, radio broadcasts and newspaper features deal- 
ing with correct apparel for men are making the male 
of the species more conscious of the importance of being 
well turned out, and emphasizing the necessity, not only 
of having the individual units of his costume correct 
and up-to-date, but also of having them in proper rela- 
tion to one another. 

The shoe man’s best hope of increasing his volume 
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of sales per customer lies in fostering and encouraging 
this idea of shoes in their relation to costume, season 
and occasion. The wrong shoe can ruin the effect of any 
costume ensemble, and this fact, with its corollary that 
the correct shoe adds the finishing touch of smartness, 
should be emphasized over and again in different ways, 
until every man, consciously or subconsciously, recog- 
nizes the force of the argument. It’s easier and more 
convincing to get the thought over by inference rather 


Hats and shoes, plus other 

accessory items, proved a 

happy combination in this 
Macy window. 


R. H. Macy 








than by direct statement, and showing shoes with clothes 
or accessories is one of the most effective ways. 

Another way of accomplishing the same purpose is 
by using illustrations in your window displays showing 
the clothing with which various shoes are meant to be 
worn, or photographs of activities and occasions that 
suggest their use. Thus, for a sport shoe window, it’s 
well to show a sporting print, or photos of games and 
sport contests with the throngs of well-dressed people 
that attend them. This sort of promotion has its psy- 
chological effect on customers and prospective custom- 
ers. It’s all the more effective because the suggestion 
is carried out in a subtle way that plays upon the cus- 
tomer’s interest in the sport or activity portrayed. When 
planning promotion, whether it be window display, in- 
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Picture in Your Windows the Part 
That Footwear Plays in Expressing 
This Season's Rebirth of Interest in 
Smart, Dressy Apparel 


terior display, newspaper or direct mail advertising, it 
is always best to put yourself in the customer’s place 
and try to visualize and determine the effect which the 
particular piece of publicity or promotion will have 
upon him. Remember the customer isn’t in the least 
interested in your main objective of selling more shoes. 

Broadly speaking, we can divide most shoe windows 
into two classes, those which show a multitude of shoes 
and thus serve virtually as a catalog to illustrate what 
the store has in stock, and those which feature a particu- 


Sl , 





"Suede from Top to Toe!" An early 4 
Fall window display that illustrates 
in a. striking way the fashion im- 
portance of this leather for shoes, 
handbags and millinery. 




















lar shoe type, style or material, with the object of in- 
creasing immediate business on the class of merchandise 
thus displayed. The more aggressive and up-to-date 
stures, and particularly those stores that specialize in 
fashion footwear, are turning more and more to the 
latter kind of displays. It is to be assumed that cus- 
tomers realize you carry a comprehensive stock of shoes 
of all prevailing styles and colors, so the purpose of 
[TURN TO PAGE 35, PLEASE] 
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\ 30,000,000 


| people are reading Goodyear 
‘borts 5: | Wingfoot Sole and Heel 
-| advertising in these leading 
magazines—week after week! 














“THE SATURDAY | 
‘EVENING POST Ff 











je advertising is certainly doing 
a great job for shoe manufacturers by 
educating the public why the Goodyear 
name on a shoe means extra value. 


Sales of shoes with Goodyear Wingfoot Soles 
are increasing by leaps and bounds—FOUR 


times as many people are buying them as 
in 1931. 


Today, Goodyear Wingfoots are America’s 
fastest-selling soles—more shoe buyers, more 
shoe retailers specify them by name than 
any other sole! 





Maybe, you would profit, too, by having the 
extra selling-power of the Goodyear name 
on the shoes you sell. 


WINGFOOT .; 
| SOLES .»no HEELS 


When writing advertisers please mention Boot and Shoe Recorder 












SELBY Explains 
CODE STAND 


N EW YORK—With the object of correcting certain 
misunderstandings that have apparently resulted from 
the recent adoption by the directors of the National 
Boot and Shoe Manufacturers Association, of a resolu- 
tion favoring restriction of all codes to the funda- 
mentals of maximum hours, minimum wages and the 
ban on child labor, President Roger A. Selby last week 
issued a statement clarifying the position of the manu- 
facturers group on this and related subjects. Mr. Selby 
said: 

“It has come to my attention that some misunder- 
standings or misinterpretations have arisen, following 
the resolutions adopted by the Board of Directors of 
the National Boot and Shoe Manufacturers Association 
at their recent meeting in New York. 

“Three resolutions passed, the 
unanimous approval of the large attendance of the 
Directors of the Association. The resolutions were 
quite specific in character and apparently received con- 
siderable publicity. 

“The first resolution was outspoken in its opposition 
to the announced policy of Government agencies to 
utilize drought hides, which represent the anticipated 
kill of future years, for processing into manufactured 
articles this year, thus tending to demoralize the present 
hide, leather and shoe markets. 

“The second resolution recommended to the President 
that in view of the vast complexity of the machinery 
of recovery, the impediments to normal trade, and the 
encouragement to a higher price structure, resulting 
in reduced employment, consideration be given to the 
desirability of restricting all codes to the three funda- 
mentals of maximum hours, minimum wages and the 
ban on child labor. 

“The third resolution requested the NRA to withdraw 
from consideration the draft of an entirely new code 
initiated and proposed by the NRA for acceptance by 
the shoe manufacturing industry. 

“It now appears that some have interpreted the above 
actions as indicating that the shoe manufacturing indus- 
try was dissatisfied with the trade practice provisions 
of its own code, and desired such provisions to be 
eliminated at this time. Such is not the case. The 
present code for the shoe manufacturing industry was 
prepared after the most painstaking investigation in the 
field of what all branches of the shoe manufacturing 


were receiving 
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ROGER A. SELBY 


Simplification Proposed by Manu- 

facturers Association Directors Was 

Meant to Apply Only If All Codes 
Were to Be Simplified 


industry desired to have in their code. It represents 
the clear majority vote in each case. 

“It has been promulgated, interpreted and enforced 
with general satisfaction considering the diversity of 
interest involved and the variety of practice in vogue. 
By and large the shoe manufacturing industry has found 
the trade practice provisions of its code quite helpful, 
and it is my opinion that the industry would be 
strenuously opposed to any material modification of 
its own code, unless all codes were simultaneously re- 
duced to the same simple terms. It is obvious that the 
resolution of the Board of Directors of the National 
Boot and Shoe Mainufacturers Association was intended 
to apply solely in the event that all codes were treated 
alike. 

“A second interpretation is the allegation advanced 
that the NRA was attempting to “force” a new code 
upon the shoe manufacturing industry. Here again is 
a misunderstanding not justified by the facts. It is true 
that the shoe manufacturing industry as a whole has 

[TURN TO PAGE 52, PLEASE] 
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COoRECIRED 


WILL VITALIZE YOUR BUSINESS 


EDWARDS 


Become known in your Community as the leading au- 
thority on Junior Shoe Health Needs. Over 70% of all 
children are said to need orthopedic shoes instead of 
shoes of ordinary type. The Edwards CorecTred Pro- 


478 
gram will assist you in becoming a leader in your field. ¢o;ee Tred No.2 


In the CorecTred Line you find the answer to JuniorShoe “%ee 7 Ten 
Health Needs. CorecTred No. 1 (flexible shank) for 
a slight pronating condition. CorecTred No. 2 (rigid 
shank) meets 2nd and 3rd degree requirements, known 
as advanced pronation. Become a Specialist in this field. 


Write for CorecTred Fall and Winter Catalogue. 


J. EDWARDS & COMPANY _,, 


314-322 N. 12TH STREET «x PHILADELPHIA, PA. ye sak bt 
Shark Tip. 
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ASSOCIATION NEWS 


AND TRADE VIEWS 





CONFERENCE 
COMMITTEE ; 
READY 


T is to these men of the various Con- 

ference committees that the success 
' of the style forecast is due. It is be- 
cause of their study that accurate re- 
ports and forecasts can be made by 
which the retailers of the country can 
gauge the style trend of the coming 
season. 

You shall see them at the Style 
Conference on September 24th and 
25th; you shall hear their reports at 
this, the great style and color labora- 
tory of the shoe and leather industry. 
And if you attend you shall be able 
to take advantage of the reduced rail- 
road fares, not to mention the business 
connections that such a get-together in 
the style center of the world offers. 


eee 
Women’s Color Card 
Committee 


John Slater, Chairman 
415 Fifth Ave. New York, N. Y. 


Frank A. McLaughlin 
Abercrombie & Fitch Co. 
45th St. & Madison Ave., New York, N. Y. 


Gordon McNeil 
Thayer McNeil Co. 
414 Boylston St. Boston, Mass. 


Thos. F. Callahan 
c/o B. Altman & Co. 
365 Fifth Ave. New York, N. Y. 
H. R. Williams 
c/o Bergdorf & Goodman Co. 
Sth Ave. & 58th St. New York, N. Y. 
Elmer Diemer 
Parker & Diemer 
36th St. & Broadway New York, N. Y. 
Joe Michaels 
c/o Saks 34th St. New York, N. Y. 
Jesse Adler 
c/o Adler Stores 
215 W. 125th St. New York, N. Y. 
Joseph Minco 
c/o led & Taylor, Inc. 


425 Fifth Ave. New York, N. Y. 
sy J Hart 
ay 
57th Street “= York, N. Y. 


Chas. R. Thompson 
c/o en Collins & Co. 
W. 34th St. New York, N. Y. 


Geo. N. Geuting 
c/o Geuting’s 
1308 Chestnut St. Philadelphia, Pa. 








Let’s Learn to Be Good 
Neighbors | 


Preface to Address of M. A. Mittelman at New York State 
Shoe Retailers Association Convention at Buffalo 


We didn’t discover that truth until quite recently. The old idea was 
that business was rampant in individualism and that man fought ruth- 
lessly for all that he could get. He gloried in his unbridled achievement. 

But we are living in a different world today. It approaches absurdity to 
talk of an individual in the subway. He lives mostly in the laps of his 
neighbors and whether he likes it or not, circumstances have made him part 
of the mass. He can’t have rampant, unbridled liberty to do what he wants 
in a subway car—neither can he do it in the apartment house in which he 
lives. Or for that matter, in the community at large. His place of business 
is just a doorway, with maybe 2,000 other doorways also wide open for the 
traffic of customers necessary to the life of his business. 

So, if my message is one of cooperation, it is not idealism and high hopes 
but rather practical selfishness. We must learn to be good neighbors in 
both our personal and business life. 

Since the beginning of my administration in January, I have made every 
neighborly gesture to bring about cooperation—merchant with merchant, 
merchant with manufacturer and merchant with tanner and the service of 
supplies. If we are all to live in the House of Industry, together, we must 
play a cooperative part. 

The year opened with plenty of discord. The codes helped to produce it 
because they were so set-up in water-tight end air-tight compartments. The 
tanners and the supply people occupied the third floor in this building of 
industry and worked for a separate profit. On the second floor, the manu- 
facturers produced shoes and naturally were more interested in their own 
coded businesses. They took the hides from the fellows on the third floor, at 
the terms established by the third floor code. They then built the shoes and 
expected the retailer, who operated his store on the first floor of the building, 
to take the finished product on the manufacturers’ terms. 

The retailer, who has always held the bag (and later I will tell you how 
we are liable to be “bagged” again) was then expected to move the shoes onto 
the public, loaded with the costs of the code and everything. 

Well, that sort of regimentation makes it pretty uncomfortable for retailer 
when the public suddenly decides that it doesn’t want any shoes at the prices 
set. But the retailer continues to be a pretty cooperative sort of a fellow 
and wishing well of the experiment, he tries—in his modest way—to sell 
the public goods and services and hopes to be rewarded with a little profit— 
try and get it. 

We, as retailers, have tried to live in the House of Industry with as much 
peace and accord as we could add to the family circle and we have hopes 
that before the year is out we will sell all branches of the trade the idea that 
the customer is, after all, the most important person in the scheme of business. 

On Sept. 25 we are throwing a little party in New York City with our 
neighbors, the tanners, and we are inviting the whole industry to be our guests. 
We make of the Styles Conference both a national and an international get- 
together on the subject of color and fashion in footwear for the advance 
season. To be real neighborly, we have made the Color Conference this year 
at a time to suit the tanners’ convenience. 


| HE principal ingredient of the shoe business is not shoes but people. 
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Retailers Association 


Service Center For Retailers 


3022 Empire State Building, New York 


JOHN J. HOLDEN, Manager 





Shoe Style World Watches Conference 


REPARATIONS for the Style Conference indicate thoroughness and 
D completeness. In fact, even the circularization of more than 10,000 

retailers, directly and indirectly, by mail, exemplify the extent to which 
the country has been made conference-conscious. 


Shoe retailers, tanners, and the affliated industries will hurry to New 
York and the Hotel Astor on Sept. 24 and 25, to benefit from the advice of 
experts, to be informed as to the style and color trends for the coming Spring 
and Summer seasons. 


The whole industry is invited to this party, for this Style Conference will 
be a national and international get-together on the subject of color and fashion 
for the coming season. 


The first day of the conference, Monday, Sept. 24, is devoted to group 
meetings, which shall function as a laboratory, to examine every detail per- 
taining to shoes and shoe fashion. Even this exacting work has been pre- 
ceded by a background of committee work on all such essential recom- 
mendations as leathers, colors, lasts, patterns, accessories, etc. 


The second day, Tuesday, Sept. 25, will burst forth as the main event— 
the many previous days of study and research being preliminary to it. It is 
on this day that the shoe and leather world is informed, generally and com- 
pletely, of the plans for the coming Spring season. It is then that style 
theories become charts for the development of footwear for 1935. It is then 
that ideas form into shoes and the wheels of production begin to contribute 


the product of the shoe fashion laboratory—footwear needs—of the American 
public. 


* * * 


The importance of the Style Conference to retailers and manufacturers 
and tanners has become apparent through the contacts made with the industry 
during the past few weeks. Attendance shall be of a greater sweep than 
previously expected—for example, one organization, the Vulcan Last Corp., 
are sending experts (Messrs. Belcher, Hendrick, Lucas, Perkins, Morrison and 
Lamport) qualified in men’s, women’s and children’s last preparation for 
active participation at the conference. 


* * * 


The New York Journal recently stated that “With Paris and Hollywood 
battling as to which city should be termed the world’s fashion center, New 
York City is becoming recognized as the leading light in the field of shoe 
styles, according to the principal London bootmakers.” 


* * * 


I cordially invite members of the shoe industry to the N. S. R. A. Style 
Conference, to be given at the Hotel Astor in New York on Sept. 24 and 25, 
in conjunction with the Tanners’ Council of America. 


JOHN J. HOLDEN, 
Manager. 








Volume Styles Committee 
R. D. Hofheimer, Jr., Chairman 


c/o Hofheimer’s, Inc. 


205 Granby St. Norfolk, Va. 


Oscar Musinsky 
c/o The Shiff Co. 
186 Lincoln St. Boston, Mass. 


Max Block 
1431 First Ave. Seattle, Wash. 


Ray Mann 
c/o The Cutler Shoe Co. 
111 S. State Street Chicago, II. 


Harry Edison 
c/o Edison Bros. Stores, Inc. 
1718 Washington Ave. St. Louis, Mo. 


R. W. Foster 
c/o Sears, Roebuck & Co. 
Shoe Division 
Arthington & Homan Aves., Chicago, Ill. 


S. W. Feldstein 
c/o S. W. Feldstein & Co. 
100 Gold Street New York, N. Y. 


A. J. Bowman 
c/o Bowman Bros. Shoe Stores, Inc. 
Monmouth Illinois 


Arthur Wallace 
59 Washington St. Boston, Mass. 


B. H. Blumstein 
c/o Wilbar’s, Inc. 
455 Washington St. Boston, Mass. 


Paul Berwald 
c/o Senac Shoe Co. 
607 St. Charles St. St. Louis, Mo 


Joint Color Card 
Committee 


John Slater, Chairman 
c/o J. & J. Slater 
415 Fifth Ave. New York, N. Y. 


Jesse Adler 
c/o Adler Shoe Co. 
215 West 125th Street New York, N. Y. 


Thos. F. Callahan 
c/o B. Altman & Co. 
365 Fifth Ave. New York, N. Y. 


George N. Geuting 
c/o Geuting’s, Inc. 
1308 Chestnut St. Philadelphia, Pa. 


Chas. R. Thompson 
c/o Oppenheim, Collins & Co. 
35 W. 34th St. New York, N. Y. 


Herbert G. Hanan 
Hanan & Son 


Front St. Brooklyn, N. Y. 
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Anticipating Customer Demand 


[CONTINUED FROM PAGE 19] 





Question 6. 





Question 4. 


1, Prom the -rinted page 


Where Do Our Consumers Get Their Fashion Ideas? 


% of sales 





2. High priced shops 





3. From her own costumes 





4. From other retail stores 





5. From ready-to-wear 





6. Prom friends 





S-? Will our buying check against these sources? 
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Question 5. 


what Are Their Buying Motives? 


« Our store is a fashion shop 





What Pattern Effects Sell Best in Our Store? 





% of sales 


Add to this tne fasnion tendencies 
as predictea at fashion shows. 


Pattern Mat. | Color last 











1. 
2. 


Total 100% 


oe? Are we using the results of this analysis to aid us in buying next season's shoes? 











% of sales 
Question 7. 





° - © © value snop 





bad " © known for good service 


Dresses Coats 





That Ars toe Leading Colors Predicted for Ready-to-Wear? 


Suits Millinery Accessories Snoes 








es " hes complete size ranges 








. ® " is centrally located 























1 
2 
3 
a © " features corrective shoes 
5 
6 
7 


eo ° " ie well advertised. 


e * " has @ reputation for fair dealing 








*.? Do toese % agree with our own opinions - if not - why not? 








Q.? Have we obtained swatcnes of these and actually cnecked the colors egeinst our 
shoe colors on next season's shoes? 











2. How do our consumers shop? 

This is an enlightening source of 
information. Do they come directly to 
our store when they are in need of 
shoes? Do they buy in our store after 
becoming exhausted from shopping or 
because our window display appeals. 
Were many of our consumers “floats” 
from competitors’ stores? Were they 
recommended by old consumers? Did 
they come because of our soliciting 
them through advertisement, direct 
mail? Special lists? Did a _ special 
sale or a publicity drive bring them in? 
Are they the “See You” trade of the 
sales force? Do they buy because our 
store is well located? 

This information would give an ex- 
cellent analysis for store progress if 
it were recorded for a few seasons. 
The suggestion is made that each sales 
person drop the question indirectly dur- 
ing the sale, and this information, 
tallied daily from all sales, will give 
a working basis for ascertaining the 
manner in which your consumer shops. 

3. How price conscious are they? 

Nearly all shoe stores keep price 
records of sales prices and the number 
of pairs sold for the past season. Sales 
slips will give us the percentage of 
total figures. The common shoe price 
groups, while taken arbitrarily, show 
five distinct prices: 

a. Mass market, under $3.00. 

b. Low popular market, $3.50 to 
$5.00. 








c. Medium market, $5.00 to $7.50. 

d. Medium high-market, $7.50 to 
$10.00. 

e. High market, $10.00 and up. 

These market groups change rather 
slowly from season to season. The ex- 
ception occurs when some very great 
economic reverberation sets in. Here 
again we have to go to our community 
to see what is causing this upheaval. 
Are there more people employed to- 
day? If so, is it a very great change? 
What about their earning power? 
What are the relative wage scales this 
season as compared to last season? 
Will this materially affect their spend- 
ing power for shoes? What other facts 
do we notice about the incomes in our 
community that will exert an influence 
to cause changes in our consumers’ 
spending power for our shoes? What 
are the prevailing tendencies in the 
shoe industry regarding prices for the 
coming season? How are our competi- 
tors reacting to these changes? Our 
old best price lines plus the answers to 
these questions will give us a working 
basis for establishing our price lines 
for the new season. 

4. How style conscious are they and 
where do they get their ideas? 

Since fashion expresses itself in the 
shoes selected by the consumer, we 
must see just where the consumer gets 
her fashion alertness. 

If we trace her habits just before 
buying shoes, we will probably find 





her deciding with what costume and 
what occasion she contemplates wear- 
ing the shoes. With the average con- 
sumer it is a commonly accepted fact, 
the more expensive the shoe the better 
the styling; she therefore seeks the 
new style notes in the higher-priced 
shops. Newspapers, magazines and 
other publications lend an important 
influence. Window shopping practi- 
cally rounds out her style knowledge. 
The retailer, therefore, in order to an- 
ticipate her demands must be alert to 
the changes in his consumer’s ward- 
robe. 

This puts him now in a position of 
not only knowing what is new in shoes 
but also of following the most import- 
ant tendencies in the ready-to-wear 
field, namely coats, dresses, millinery 
and accessories. 

What are the new colors suggested 
in these garments? What combinations 
of these colors are being featured? 
What materials are proposed for the 
season? What methods of trimming 
are being supplied? How will our 
new shoes match with these new 
clothes? Are not these the questions 
our consumer repeatedly asks herself? 
A listing of this information will aid 
us in buying. 

5. What are our consumers’ buying 
motives? 

Do they buy in our store because we 
[TURN TO PAGE 35, PLEASE] 
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cs B@ELBY SHOTS 
of EVANS KID... 


This fall the world of fashion is aglow with 
exciting new colors — cypress green, copper 
and dead-leaf browns. With these luscious 
shades in coats, suits, dresses and hats, Selby 
Shoes take their confident place. Every new 
note in line and color has been taken into 


account by Selby designers in creating the 
fall groups of Arch Preserver — Tru-poise 
— add Styl-cez Shoes. 


THE VESPRA (in EVANS BLUE KID)... . 
6 an unusual front strap, has a unique design of small 
cutouts in groups, grey patent lacing and stitching provide 
a contrasting touch. This is a Tru-poise Shoe created by 
Selby with a patented “cradle heel” which gives added grace 


and poise even in the higher heeled models. 


THE BELLE (in EVANS BROWN KID)... . 
Here is a smart tongue pump of the low heel type. 
Contrasting piping and an intriguing buckle ornament com- 
plete the details. A Styl-eez Shoe by Selby having a special 


“moulded innersole” to prevent rotatioraok the ankle. 


@ THE NELDA (in EVANS BLACK 


a comfortable walking oxford, clearly an “out doorish” 


r . “ . . 
shoe. A touch of lightness and AiMicacy are provided by 
pin-point perforations, closely spaced stitching and grey 
patent leather piping. 4shoe from the a Arch Pre 


\> 
An important thing about these shoes is the Evans Kjd Iteafher of which thegare fashioned. This supe- 
rior tannage of choice Kidskins adds a distinguished, thoroughbred oes of Evans Kid 


Leather are soft and pleasing to the foot —and retain their smooth, rface an incredible length 
of time ... John R. Evans & Company, Camden, N. J. 


ver group. 








EVANS 121 blue 
EVANS 501 L, rown 
EVANS ru L, y L l ac k 


EVANS” white 
CRUSHED KID and GRAINED GOAT 
Chrome Tanned. Fine, Medium and 


Sport Grains in all newest shades. 





IN TUNE WITH THE 
COLOR SYMPHONY 
OF FALL 


Evans Leathers have a true, uniform 
color that is unexcelled. You can order 
and reorder these leathers — and shoes 
fashioned from them — with absolute 
confidence that the colors will match 
perfectly. Over eighty years of Evans ex- 
perience and dependability assure you 
not only a pliable, durable Kid of the 
highest quality, but skins that set a new 


standard of uniformity in color. 


CP EP 
( WGN kid. Hhess 
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Question 8. 


Dresses Coats Suite Millinery 


What Are the leading Materials Predicted in -Ready-to-Wear? 


Question 10. 


Do We 


rv 


Accessories 




















1. 
2. 
3. 
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gested shoe materials, and why? 





Q.? Have we obtained swatches of tnese and actually execked the materials against 


our snoe materials cn next season's shoes? What new materials go with sug- 


a 








Question 9. 


on Basis of Above Information? 


Kind Pair 


Low Heel 


High Heel nl. 























Qs? Do we subtract taois from our buying list? 





Total pairs. 15. 








Customer ._ 
Demand 


have a reputation as a leading fashion 
shop? Are we well known as a store 
having plenty of size assortments? Is 
it the corrective feature of our shoes 
that brings them in? Do our shoe 
values attract them or does it take 
some highly advertised sale to break 
the record? 





+ Record our past bad buys? 

Record our best sellers? 

+ Have a reguler method for finding fasnion information? 
« Go window snopping for promotional ideas? 


+ Record all resources for fasnion goods? 


6. Let the size of our inventory follow closely the volume 
of our sales? 


7. Know why we have so many price lines? 


8. Study our sizes at tne end of tae season to alter our 
bduying:- size runs? 


9. Go tnrough our stock regularly for stylws tnat don't fit, 


prices too nigh, incorrect heignt of neels to decide 
b what action to take on them? 


What Shoes in Our Present Inventory Will Be Selabale asi Season 10, Have a regular system of preparing size runs - and is it 


based on past experience? 


Follow suggestions from our resources on wnat will sell 
next season? 


12. Keep a daily sales summary sheet tnat summarizes what we 
Teally want to know? 


13. Buy our better shoss earlier than our caeaper ances? 


14, Study generel business and trade forecasts of trade and 
financial papers? 


Become satisfied wito efforts after a short run of good business? 
16, Note weather forecasts and record the weatner regularly on sales records? 


17. Ridicule tne offerings of otner stores? 


18. Observe, note and report all of our convictions about improving our 
store service; stock or any other chance for store betterment? 


19. Carefully read all advertisexents of other snoe stores? 
20, Check up on our stock to detect slow and fast moving items? 


Anticipating “ 


22. Carefully note loss of ‘sales and get tne reasons for failure? 


Determine quantities to order in a definite way? 


23. Take a physical inventory of merchandise on nand before and after 
@ach season? 


Know the number of pairs on nand and the pairs sold by price lines? 
25. Do we really know our consumer? 

















This information can be had by 
making an analysis similar to the one 
suggested in question three. 

It has become fashionable of late to 
believe that confusion and uncertainty 
is necessary in the buying of shoes and 
it is conceded that a field of knowledge 
involving so many diverse elements as 


[CONTINUED FROM PAGE 32] 


does Anticipating Consumer Demand 
is not subject to an exact formula. 
It is sought herein to lay a working 
basis for predicting some future de- 
velopments. We must decide our buy- 
ing problems on the foundation of such 
knowledge as we can gather concerning 
our consumers. 





Show Shoes in Relation 
to Costumes 
[CONTINUED FROM PAGE 25] 


the window is not so much to show 
what you have as to promote and push 
the sales on a particular class of shoes 
which you think are seasonable, sal- 
able and likely to be in demand at that 
particular time. 

The Macy suede window illustrated 
: in one of the accompanying photo- 
graphs is a splendid example of this 
type of window. It’s an early Fall pro- 
motion, featuring suede in many styles 
and in various colors, both in shoes 
and millinery. The caption “Suede 
From Top to Toe!” arrests attention 
instantly, and the effect of the window 
is to suggest to the woman who sees 
it the thought that she needs a pair 
of suede shoes at this particular time, 
also one of those smart new berets of 
the same material. Note also the suede 
handbags and the bright colorful Fall 
scarfs which give added interest. 





This display and the Bloomingdale 
window featuring men’s shoes are both 
worthy examples of the type of display 
that suggests the use of the shoes and 
the need that customers have for them 
by showing shoes in connection with 
related items of apparel. 

There are many evidences of a revival 
of interest in the well-dressed appear- 


‘ ance on the part of the American pub- 





SHOE DESIGNING COURSE 
ANNOUNCED 


A free course in shoe designing will be 
given this Fall under the auspices of the 
Board of Education of the City of New York. 

Registration begins this week. Classes 
begin September 24th. The sessions start at 
seven p.m. and conclude at nine p.m. on 
Tuesdays and Thursdays. 

The course includes such topics as de- 
signing a complete line of shoes for both 
men's and women's trade. 

Louis G. Feman will instruct this course at 
the Central Needle Trades High School at 
128 West 3lst Street, New York Cty. 


lic, both men and women. Fashion au- 
thorities are agreed that this Winter 
should see a return to the dressier 
styles. It is important that shoes 
should claim their rightful share in this 
rebirth of apparel consciousness. Shoe 
merchants can help to bring it about if 
they make the most of every opportu- 
nity to prove to the public that, to be 
well dressed, one must of necessity be 
well shod, and that shoes should be a 
prime consideration in the selection of 
any costume, whatever may be its pur- 
pose or the occasion for which it is in- 
tended. 


Opens Budget Shoe Shoppe 


EAST LIVERPOOL, O.—Lawrence C. 
Hertel, who for several years operated 
the shoe department in the Newman’s 
women’s wear store, which recently dis- 
continued business has opened a shoe 
department for women in the Bon Ton 
store, E Fifth street, under the name 
of the Budget Shoe Shoppe. 
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Get more of both 
in shoes with 


When writing advertisers please mention Boot and Shoe Recorder 
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Now, for the first time, heels become a 
sales help in the retailing of shoes in any 
price class. Vogue, the new rubber heel by 
Goodrich, offers so much more walking 
comfort and heel life that your sales people 
will welcome these new talking points— 
and your customers will welcome the result. 


The new Vogue has a wood core instead 
of washers. Nails are driven in until the 
heads reach this wood core, and so every 
nail binds the entire heel to the shoe itself. 
There is no play or wrenching between 
nails as there is in the old-fashioned heel. 
The result is far greater foot comfort. 


But even more important—there is more 
rubber between wearing edge and wood 
core than between wearing edge and 
washer in any washer heel. More rubber to 
spring and cushion shocks. More comfort. 
More useful life to the heel. Here is the first 
type of heel ever to take advantage of the 
full comjort advantages of rubber. Because 
each nail grips the entire heel, there is a 
permanenily tight heel seat, and this neat 
appearance lasts—no Vogue heel ever 
comes loose or is kicked off. 
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Heels have been the first part of a shoe to 
wear out—and a wom heel is the worst 
possible salesman for another pair of the 
same make of shoes. But Vogue Heels 
keep their smart appearance and walking 
comfort—they make the shoes easier to sell 
and they keep the customer sold on your 
brand. When it's time for another pair of 
shoes he'll come back for more of this new 
comfort and new value. 


Every shoe can afford Vogue Heels. Every 
one of your customers deserves the comfort 
and value they offer. Ask to see Vogue 
Heels and be the first to offer them. The 
B. F. Goodrich Company, Heel and Sole 
Sales Division, Akron, Ohio. 
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~~” Rubber Heel 
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Find Out Where You Fit 


We actually have self-serving stores. 
We have the corporation commissary 
stores, millions of dollars worth of 
shoes are peddled every year, in this 
country, by great concerns who have 
commissary stores like the Eastman 
Kodak Company, who have great de- 
partments of merchandise, who not 
only. sell to their employees but their 
employees’ friends. 

“I could go on and on, but the pic- 
ture I want to paint is that a changing 
order has come in the retailing of shoes. 
This changing order forebodes one of 
two things. This chain store problem 
represents in turn, one of two things. 
If they cannot be worn down and grad- 
ually killed out, it is so obvious the 
traveling salesman is through and the 
manufacturer just becomes an agent 
for chain store operators. Maybe we 
want that, but if we do not want that 
then I come to the thing I want to say 
right here and now. 

“T am not raving against the chain 
stores, I am not raving against the de- 
partment stores, but I go on to make 
the argument, and I want to say this: 
In the changing order of our economic 
life, when new forms of merchandising 
and manufacturing come in, this is 
what probably always will happen, the 
new order seems to come in with a rush 
and appears to take up all the space 
in that particular field, like we thought 
the department stores would, like we 
thought the mail order houses would, 
but still, later, they find a point of 
saturation and they find a limit beyond 
which they cannot go, because they 
have served the public to the limit it is 
possible to serve that particular group 
of the public in that way. So they 
maintain a stationary position, a fixed 
position; they do not disappear, they 
stay, but they do not usurp the whole 
realm of retailing. That is what hap- 
pens in all the different segments of 
retailing. They are still here, and they 
take up a little share of what is yours 
and mine. They stay here. We cannot 
damn them out of existence. We may 
hedge them about, but they are here. 


Place of the Independent 


“The thing that concerns you and 
me is, where do we fit, as independent 
retailers? What place is the traveling 
salesman going to have in that partic- 
ular part of the retail group is left, 
and where does the manufacturer fit 
into that scheme? The manufacturer 
can keep alive, even if he only makes 
shoes for chain outlets and large opera- 
tors. That is all right, but you boys 
of the road will be washed up if we 
retailers, running one store or a group 
of stores, are ground to powder; you 
are through, that is just as obvious 
as I can say it. 

“That is the fact, as I see it, and it 
is what is coming in the whole realm 


[CONTINUED FROM PAGE 21] 


of our economic life. NRA, or that 
kind of thing that we now call NRA, 
comes into the picture, and seeing here 
groups of business men, retailers here, 
jobbers here, manufacturers here, and 
unscrupulous chiselers, who continue to 
have some portion of the economic pie, 
one a clipping, another a tail and an- 
other the rendering, attempted a sys- 
tem of checks and controls. A code 
for manufacturers was set up and a 
code for retailers was set up, and so 
an attempt was made honestly and 
fairly to set up an arrangement in the 
economic order that would bring order 
out of chaos. 


Retailer's Problem of Credit 


“Well, it does not seem to have 
worked out quite so well as we dreamed 
it would. Still, we linger and hope it 
will not be given up entirely, for we 
fear to plunge back into the days of 
old. But here is another thing that has 
happened. We will take Mr. Brown, 
whoever he is and wherever he is. 
Suppose he runs a small store or a 
large store. Let us look at the situa- 
tion he finds himself in, because this 
is real, not a dream. He goes to his 
banker, wherever the banker may be, 
and says: ‘Mr. Banker, I really need 
$3,000. I can give you a pretty good 
statement. I have got to have $3,000 
in cash to take care of some bills com- 
ing due, take care of discounts and pay 
for my rubbers, or what have you.’ 
The banker looks at him with a glassy 
eye and says: ‘I am sorry, but the 
present order of finances, the new 
order, does not permit us to loan you 
any more money except on bona fide 
collateral, backed by the solid dust.’ 
The poor retailer says ‘I am sorry; I 
have got to get it.’ The banker says: 
‘I am sorry, I cannot lend you any 
money.’ Then the retailer turns back 
to his manufacturer and says: ‘Mr. 
Manufacturer, you have helped me all 
through the years; you have been my 








TYROLEAN OXFORD 


One of the season's new styles, featured 
in brown and black calf and brown 
Bucko, with hand reversed welt. 





friend in times of stress. You have 
helped me over rocky ground; you have 
extended credit and even loaned me 
money and allowed me to pay interest. 
My banker will not help me any longer 
and I come to you, Mr. Manufacturer.’ 

“The manufacturer says: ‘I am 
sorry, Brown, but we, in an attempt 
to clean up the worst elements in our 
branch of the trade, and to get rid of 
the crook, get rid of the chiseler, have 
set up a code and our code does not 
allow us to help you any more. You 
have to pay your bills in 30 days. I 
cannot allow you to pay interest on 
bills over due.’ Mr. Retailer is caught 
between the walls. He cannot get 
money from his banker, and the manu- 
facturer, in an honest attempt to clear 
up things that were bad at his own 
end of the house, has set up a code that 
actually now, instead of penalizing the 
worst elements, actually penalizes the 
best elements in the retail trade. That 
is the fact. You can like it or not, but 
that is so. 


Codes Should Be Helpful 


“I want to say this, with all the 
seriousness, and with all the earnest- 
ness I have behind me, if the code, 
whether it be the retailers’ or manu- 
facturers’ code, is going to work a 
hindrance then it is all wrong. If the 
codes are going to exert a helpful 
influence, then they are right. If we 
retailers find anything in our code 
which is wrong, we ought to change 
it, and if the manufacturers find that 
the system they have set up is such 
that its terms are working a hardship 
on their best trade, and not affecting 
the worst, they ought to change them, 
and I am going to make you a prophecy 
now. There may be manufacturers in 
my hearing in this room that will hear 
me. If the manufacturing interests 
set a standard, no matter where that 
standard is, and it is so high that, in 
an attempt to live up to it, they penal- 
ize the best of the retailers, then it 
won’t be long before you, in the manu- 
facturing group,~are going to have 
your own manufacturers bootleg your 
own code. That is what they will do 
to you and they have already done it. 

“Now, when I say this, as a retailer, 
I am not throwing stones at the manu- 
facturers, as I have done business with 
them and I have always found them to 
be fine, high and lofty men. I have 
never asked any manufacturer for a 
favor but what I have had it and 
graciously, and more than that, as a 
general rule, they have gone the second 
mile. I have never asked a traveling 
salesman for any favor but what I 
have had it, and usually they have gone 
out of their way to go the second mile. 
But now we are arriving at a serious 
situation, and that situation as I have 
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THE FIRST TRULY AUTHENTIC FASHION FOOTWEAR 
PRICED TO BRING VOLUME DEMAND! 


Every alert buyer and retailer of shoes for women Exquisite, ultra-modish footwear, with that illusive 
is quick to grasp the merchandising significance . “plus” in chic which has always hitherto meant a 
of FENMORE, the new complete line of afternoon decided “plus” in cost—now available to you at 
and evening shoes manufactured by Frank Sbicca, prices from $4.85 to $6.00. 

originator of the famous SBICCA process. Here’s the Write now for complete details of the FENMORE 
story in a sentence: line, with prices. 


SBICCA, Inc. 


22nd AND MARKET STS., PHILADELPHIA 
EMPIRE STATE BUILDING, NEW YORK 


* 


PANDORA (upper left) — Evening 
Strap Sandal in White Crepe with 
Silver Vamp Straps, Silver Fox Band 
and high Spanish-Louis Heel, Silver 
Kid. ss se os se es OS 


* 


BERYL (upper right) — One - eyelet 
Laced Step-in Pump for street wear. 
In Black, Blue or Brown Kid with 
Contrasting Strappings. Cuban or 
Louis Heel . . . . . . $4.85 


* 


MARILYN (lower left) — Closed T-strap 
Evening Sandal with Gimp Stitch 
design on Vamp and Quarter. 
Banded in Satin with Silver or Gold 
Piping. Full Louis Heel . . $6.00 


* 


LADINO (lower right) — Five-eyelet 
Oxford in Brown or Black Suede with 
Vamp of Brown or Black Kid and 
Back Foxing. Contrasting Stitching, 
Enameled Banding. Cuban Wood 
Heel ....... . $5.25 





When writing advertisers please mention Boot and Shoe Recorder 
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stated before, in the economic evolu- 
tionary process, taking place, is such 
that the individual dealer is breaking 
down, and if pressure is put too 
strongly upon him he will break down 
faster and something has to be done 
quickly. 

“So I make the appeal now, and it 
reaches the manufacturing interests in 
some way, that something quickly 
ought to be done and serious consid- 
eration ought to be given to the fact 
that the codes, in the terms, especially, 
are working injury to the retailers and 
forcing some of their own men to 
betray each other. That is serious. It 
ought not to be done. It ought to be 
changed, not because I say so, but be- 
cause if it is wrong, if it is econom- 
ically and basically wrong, it will not 
work. 

“Now I come to the other thought I 
want put across. ‘What shall we do 
in times like these, in our relationship 
between the manufacturer and the 
retailer?’ 


Asks Style Show Co-operation 


“I want to bring up a thing fraught 
with dynamite. I want to talk to you 
about something that has been going 
on quietly for two, three or four years. 
I want to talk to you about one thing 
that leads to many. You manufactur- 
ers and retailing interests have been 
trying, seriously, to find common 
ground in regard to the Style Show. 
There are two Style Shows, as you 
know; one being held by the manu- 
facturers, and the other being held by 
retailers. That is economically wrong. 
It is not right in its essence and ought 
to be changed so that there will be but 
one show. 

“It seems over a number of years 
an effort has been made to find common 
ground and no success, seemingly, has 
come from it. Now, in a time when 
the manufacturer, himself, is being 
destroyed, when the small manufac- 
turer, in many cases, is being crowded 
to the wall, and when larger units are 
gradually hitting him and the same 
thing is taking place in the retail 
trade, and when confusion exists in our 
economic world, in the relationship 
between the retailer and manufacturer, 
it seems to me that any effort, no mat- 
ter how simple, no matter how insig- 
nificant, made to bring those two 
giants of the trade together, in some 
cooperative working way, is a thing 
along the pathway we should pursue 
with all the power we have in us. 

“Through the efforts of Mr. Mittel- 
man and Mr. Holden here tonight, and 
through the efforts of the president of 
the Manufacturers’ Association, Mr. 
Selby, and the secretary of the Manu- 
facturers’ Association, men who have 
been in conference hours and hours, 
burning the midnight oil, seemingly 
they have almost arrived at a point 
where one style show, at one time, can 
be held by the two groups. It behooves 
all the manufacturers and retailers to 
think in terms of kindly consideration 
for one another, and not think of their 
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FIND OUT WHERE YOU FIT 


"Specialization has grown to the Nth degree 
in all walks of life. It must necessarily be so 
in the shoe business, or you would not have 
all these subdivisions . . . Find out where you 
fit .. . When you get the answer there will 
be a few other problems to solve, but they 
will take care of themselves.” 


—WILLIAM PIDGEON. 





‘own selfishness, but think ‘How can we 


find common ground, because that is 
the principle of life we should adopt. 
If we can find out how to do a few 
things along that line, we will learn 
how to do more things together. If 
our manufacturing and retail forces 
can get together on this show business, 
then we will get together on terms, 
then we will get together on the read- 
justment of codes and then we will 
get together in some way, through 
committees of manufacturers, commit- 
tees of retailers, in both groups to work 
together in this great economic new 
world that is upon us. 

“Why, I do not have to tell you, I 
know a shoe manufacturer who walked 
into a town the other day with $100,000 
in his pocket. Where did he get it? 
He got it from the United States Gov- 
ernment to help finance his business. 
The United States Government is in 
the shoe business. I am glad he got it, 
he needed it, but then we are in a new 
crder when the manufacturing and 
retailing interests cannot go to the 
banking interests and say: ‘Help us?’ 
and the Government has to come for- 
ward. That is something new, but I 
want to tell you, because of the clog- 
ging up of the banking business in the 
last two or three years, the life insur- 
ance companies have been put in the 
banking business for billions of dollars. 
Now, I do not want to run the bankers 
down, but they have it coming to them. 


Problems of a Changing Order 


“We are in a changing order. ‘How 
shall we think in times like these?’ 

“Now, let us go on. I am not going 
to take up much more time, and I just 
want to close with one or two clear-cut 
thoughts, if I can, as to what to do. 
I cannot tell the manufacturers what 
to do. The manufacturers that I know, 
as I said before, are my friends. They 
have been good to me, and I could tell 
you stories of retailers and their rela- 
tionships with manufacturers that I 
know of, through the years that would 
break your heart, that would read like 
fiction rather than fact, where manu- 
facturers have gone the second, third 
and fourth mile to help many a re- 
tailer over a hard hill. Let us say 
that because we are working together 
in a common purpose of showing the 
world. On the other hand, here are 
retailers fighting a great economic 
battle in a gradually diminishing field 
for our operations. We turn to the 
manufacturing interests, we turn to 
them with hearts sincere, and we say: 
‘If you men are not our friends in an 


hour like this, where shall we turn? 
The financial world has swung against 
us. Where shall we turn?’ 

“I am pleading now, with all the 
power I can put into it, that somehow, 
before it is too late, before the indi- 
vidual retailers as a group are broken 
and utterly wiped out, that: the manu- 
facturing interests, individually and 
collectively, will give thought to the 
on-rush of this great economic change. 

“Now, I am talking to retailers. If 
I had to give advice to a retailer, do 
you know what I would do, after com- 
ing through what I have come through 
—and I am only a simple little two- 
by-four man ‘in a distant town. I 
would go back to my store from this 
convention and I would say to myself: 
‘If you fit in the retail trade, find out 
where you belong. If.you do not be- 
long, get out quickly as you can.’ 


Growth of Specialization 


“There are many realms you can fit 
in and if you can find that realm, stick 
to it. You have heard this story from 
me before, it is the story that I believe, 
the story of specialization. It is just 
a foolish piece of business for any man 
to think he can fit in all the realms of 
life. Nobody can do that. A man has 
to find a certain thing he can do and 
then do it in a certain way. 

“Specialization has grown to the 
nth degree in all walks of life. It must 
necessarily be so in the shoe business 
or you would not have all these subdi- 
visions. In retailing they are doing a 
better job in their general way than 
we retailers could in our way. That 
is why they are here. I would find out 
where I fit. I would find out, can I 
sell children’s shoes, can I sell men’s 
shoes, can I sell women’s shoes, or 
shoes for crippled feet, or whether I 
would have the best quality store in 
my town. 

“I would find out whether I belonged 
in the big volume game or whether I 
ought to fit in the department store or 
where I did fit. 

“When you get the answer there will 
be a few other problems to solve, but 
they will take care of themselves. You 
will say, ‘I do not know where I ought 
to be, what location I should have.’ 
When you settle this thing of ‘where 
do I fit,’ maybe your location does not 
mean so much. Maybe you do not be- 
lieve that, but I remember years ago 
when I went down to see that Coward 
Store, in a place I would not go after 
dark for fear of my life, I found where 
a man built a big store in a place where 
you would hesitate to go after dark. 
Why? Because his shoe business was 
different. 

“If you are going to compete with 
some of the chains, you are licked be- 
fore you start. Settle where you are 
going, first, and what you want to do, 
and after that some things will work 
themselves out naturally. » 

“It seems to me another thing that 
ought to be done, we ought to look - 
over our own stock. Some of us think 


[TURN TO PAGE 46, PLEASE] 
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For years it has been the practice to specify 
leather soles by irons. It is not inconceivable 
that such procedure has led many to think in 
terms of irons in measuring wear. The iron— 
1/48 of an inch—only indicates thickness. The 
better way in choosing leather soles is to con- 
sider brand or tannage with irons. Variations 


in tanning processes and materials result in 
marked differences in fibre structure. It is on 
fibre structure, not iron, that wear depends. 
You can rely on 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


to contain the utmost wear per iron. It is 
the care with which the tanning is done that 
makes this the Finest American Tannage. “We 
give you more for your money,” says a Bos- 
ton merchant, “Because we get more for ours.” 
His quality merchandise supports the claim. 
You can get more for your money and give more 
for the customer’s money, by using Kistler 
“BENCH BRAND” leather soles in the iron 
preferred. Be particular. Don’t pay the pen- 
alty of poor sole leather. 


It’s an advantage in buying to have the names of shoe manufacturers making shoes 
that carry KISTLER “BENCH BRAND” LEATHER SOLES. Write us for them. 


TSULCT x 


leather. ‘Taw pert. veed LEATHER COMPANY 
BRAND” TSOLES Rage tm FOUNDED - 1840 


13% of the whole side. . -BOSTON ° MASS: 
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THE 


QUESTION—We are interested in 
learning your views regarding the fol- 
lowing problem: One of our shoe fitters. 
who was formerly with a friendly com- 
petitor, has a mailing list of some 1000 
names which he submitted for our use. 

The writer believes that it would be 
unethical for us to use a mailing list 
which rightly belongs to our friendly 
competitor. One of my associates insists 
that the mailing list in question is the 
property of the salesman; and that it is 
therefore, perfectly legitimate for us to 
use it. 

Your advice is awaited with eagerness. 


(Signed) James C. B. 


ANSWER: While an active mailing 
list of 1000 names is a very valuable 
asset, it is, nevertheless, unfair and un- 
ethical for another merchant to use it. 
A mailing list is the property of the 
employer and not the employee. 

When a shoe merchant spends his 
money to bring new trade into his store. 
and pays his salesforce for selling these 
customers, the mailing list judiciously 
(and legally) belongs only to the em- 
ployer. 

Any salesman who will offer a cus- 
tomer list to his new employer will com- 
mit the same breach of trust when he 
leaves his employ. Such unethical and 
unbusiness-like tactics must not be toler- 
ated, much less encouraged, by any fair- 
minded shoe merchant. 

As a matter of fact this principle of 
refusing to participate in any sort of 
espionage may be applied to any other 
branch of the retail mercantile world 
and is frowned upon by the National 
Recovery Administration and the Federal 
Trade Commission as unfair  competi- 


tion. 
* * * 


A retail shoe salesman writes in asking 
this pertinent question: 

"What is the best way of developing my 
personal following so that | can increase my 
'C. U.' trade?" 

That sounds easy to answer, but let us 
see what you shoe fitters have to offer. 
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A DEPARTMENT FOR 
RETAIL SALESMANSHIP 





Many questions relative to the science 
of expert shoe fitting come to the 
Recorder. A few recently received are 
given, together with the reply suggested 
by an able retail shoeman. 


Boot and Shoe Recorder welcomes such 
questions, and will endeavor to furnish 
logical and satisfactory answers, so far 
as possible. 


We invite criticism of our solutions. 
We do not pretend to infallibility al- 
though we attempt to bring to the 
solution of each problem the experience 
of eighteen fairly successful years in the 
shoe business. Discussion, criticism and 
suggestions will help as much as questions 
to make The Fitting Rule, the Open Forum 
of the Fitting Stool. 





Owing to the fact that most of my 
experience in the shoe business has been 
in small cities, where it is necessary to 
make a friend of every customer in order 
to succeed, the most important thing is 
courtesy, to gain the confidence of the 
customer. Next, is perfect fitting, and 
making sure that shoes are long enough 
as this is where most of the improper 
fitting is made. Patience is very im- 
portant, when a customer is hard to 
please. “You can catch more flies with 
honey than with vinegar.” No matter 
what the case may be “keep smiling.” 


S. JOHNSON 
* ¥* * 


Let a man once master the fitting of 
shoes and he becomes a salesman. His 
trade will stick, because his customers 
are properly served, properly fitted. Those 
will always be served by him and no 
others. This is a great asset for him and 
for the store too. 

A properly fitted customer is unques- 
tionably the first greatest aim. Each 
and every case must be handled in a 
different manner, for the reason that no 
two person’s feet are alike. No man is 
really going to please a customer unless 
lie has the customer’s confidence. 

The salesman who can on the first at- 
tempt bring out a shoe that is correct 
in size, width and shape has not only 





made a sale but has made a permanent 
customer. One who on future occasions 
can be satisfied with the first shoe shown. 
The thing to strive for is repeated trade 
that buys quickly through confidence. It 
is the goal toward which every real sales- 
man aims because it means a personal 
following. He must fit the customer’s 
mind for style, her foot for size and 
shape, and her purse for price, and dis- 
position for confidence and future sales. 
A. GOLDSTEIN 
* * * 

To increase C. U. business it is neces- 
sary for a salesman to possess certain 
qualifications, chief of which are: 

1. Tactfulness. 

2. Appearance: 

A. Neatness. 
B. Pleasing personality. 

3. Good salesmanship: 

A. Efficient service. 

These qualifications will inspire the 
customer with confidence in the sales 
clerk and she will naturally desire his 
services in the future. 

In concluding, it is advisable for the 
salesman to furnish the customer with 
his card and at the same time mention 
that he will be delighted to serve her the 
next time she comes in. 

Louis Lester. 
* * *& 


I am increasing my C.U. business by 
giving my customers courteous service, 
being an authority~on shoe fitting, and 
having a knowledge of Practipedics, thus 
assuring my customers of a perfect fit- 
ting at all times. 

After being fitted properly, my cus- 
tomer will be very happy to have me 
serve her again. 


S. Bocasn. 
* * * 


C.U. customers are a benefit to the store 
and the salesman. In order to create a 
C.U. trade one must be very courteous 
and show the customer that he takes 
special care in fitting, etc. This same 
customer will bring extra business to 
the store, meaning more sales and more 
business for the salesman. 

J. Cras 
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Che chief purpose of your store equip- 


ment is, of course, to sell your merchandise. If it 
doesn’t aid in doing that, you might as well keep your 
stock in the store room and save your money. 

But all store equipment isn’t the same. 

Any good cabinetmaker can turn out a show case, 
a wall display, counter or table. They may contain 
just as many square feet of glass and just as much 
wood as do the products of an experienced store 
equipment manufacturer. But there the similarity ends. 
Grand Rapids Store Equipment is designed and built 
not only to carry and display your merchandise, but 
to SELL it, and SELL IT PROFITABLY. 


y GRAND RAPIDS STORE 
* EQUIPMENT COMPANY 


Main Offices 
Grand Rapids, 


Shoe Department 
The Rike-Kumler Company 
Dayton, Obio 


“Planning stores for more profit” has been our busi- 
ness for a third of a century and shoe merchants tell 
us of almost unbelievable increases in sales following 
installation of real sales compelling equipment. 

The beautiful shoe department in The Rike-Kumler 
Company store in Dayton, just installed by us, is an 
example. Here the merchandise is dramatized, given 
a background that subtly enhances its value, makes 
more sales and makes them easier. 

Yours need not be a large store to profit by a 
modernization program. Some of the most successful 
stores we have served are comparatively small shops 
in small communities. 

But whatever the size of your store, wherever located, 
you canprofit byinstalling correctly planned and prop- 
erly designed sales compelling display equipment. 
A line to us for further information will not obligate 
youan' 


* 


and Factories: 
Michigan 


Branch Offices and Representatives in Principal Cities 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE 
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The Most Complete Record 
of Finanees in the Most Convenient Form 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


CONSISTING OF: 
Complete Bookkeeping 
Guide— 


Daily Records— The least entries—the least work — 
Departmental Records— 
Comparative Statement of the least chance of confusion or error. 
Daily Record of Salesmen— Sales DAILY— Receipts 
Comparative Trial Balance— Sales Compar- WEEKLY— Disbursements 26? Oe 
Gleth hosed tease teal inden. ison Itemized Over-- | Dewano mone 

j MONTHLY ) head ACCURATE AC. 


Cost of Sales 
$1Q9-50 Complete Returns FIGURES Net Earnings COUNTING 
THAN IN THE 


Pestage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. PAST 
- - - — “> THE BUSY STORE ACCURATE RECORDS OF EVERY - ‘ 











RS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. 





Merchants Service Dept. 
Boot and Shee Recorder 
209 South State Street 
Chicago, Ill. 


LOR DER —Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. 





TMENT 
o, Ill. 
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“How nice 





they look inside!” 


or retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


PONT 


REG.U.S. PAT.OFF.. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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_WEARWELL 






































We cordially invite you 
to attend the opening of 
our new home on October 
17th, and to inspect our 
displays of last minute 
styles in children’s shoes. 





eis 


SO WE ARE MOVING TO NEW QUARTERS 


The steadily increasing demand for Wearwell Shoes for children has caused 
us to outgrow our present quarters. 
Therefore we are moving to new, modern space at 138-140 Duane Street, where 
we will be fully equipped to give you maximum service in supplying the fine 
footwear for infants, children and growing girls for which Wearwell 


qualit 
Yy famous. 


is just 





SMART STYLE CREATIONS AND BETTER 
VALUES MEAN CONSTANT GROWTH 






































There are sound business reasons behind the general retail acceptance of Wearwell 
Shoes. It will pay you to let us tell you more about them. 


WEARWELL SHOE Co. Inc. 138-140 DUANE ST. NEW YORK 












































a 











Find Out Where You Fit 


[CONTINUED FROM PAGE 40] 


we know how to run a store, but we 
are not hard enough with ourselves. 
If we were to run through our stock, 
we would be amazed at how many 
lemons and short stocks we would find, 
and when we find those things let us be 
candid. I do not care how many lemons 
you have, they will sell at the right 
price. Have a real sale, put a price on 
them and get them out of the way, 
then settle down to a certain policy of 
doing a certain thing. 

“IT am going to mention another 
thing as old as the hills. The bankers 
are squeezing us on the one hand and 
the manufacturers are doing it, with 
no ill intent, on the other, and we are 
caught between the bricks. I am going 
to talk about cooperative effort, and I 
am going to come back to organization 
again. I have had my heart broken 
again and again by the utter failure 
of retailers who insist that they will 
pay no attention to their own affairs, 
especially in organization. I have gone 
from meetings with the thought: 
‘What is the use of it all?’ and I have 
come back to the realization of life. A 
man cannot live alone. Men who think 
they have no use for their fellowmen 
in the craft today are taking the 
benefits of others, who have paid in 
blood and sweat to lay down the 
foundation that has made the craft bet- 


ter. Do not do it. Get behind and 
push. 

“Just a moment and I am through. 
I have to go back. I forgot something. 
I told you the manufacturers were try- 
ing to get together with the retailers 
in staging a Style Show in a coopera- 
tive effort. I have here a list of some- 
thing like 62 manufacturers, taken 
from a page of THE REecorDER. These 
men signed on the dotted line in an 
attempt to work out a certain definite 
plan of procedure. It is in the agonies 
and throes now of being thrashed out. 
I do not know just how the details will 
be worked out. Mr. Holden does not 
quite know himself, but let us hope and 
pray. Here is a group all ready, on 
the dotted line, with the money paid 
right down, saying in spirit if you will, 
‘Jack, here we go, we give our hand, 
our heart and our check to show that 
we will help play the game with you.’ 
Now, we need a lot more. I skipped 
that as I went by and I thought I ought 
to go back and pick it up to show you 
something that is real, something these 
manufacturers can do to cooperate 
with us retailers for the common good. 

“How shall we think, as men and 
women, citizens of this country in the 
retail shoe business, a thoroughly hon- 
est business, a high grade retail busi- 
ness, and a thoroughly high grade pro- 
fession in the furnishing of shoes, a 
necessity to the world; how shall we 
think as citizens in the day that is 
breaking about us? 


“Well, for one, I want to look out 
upon life and I want to say I believe 
that life is not fixed, that changes will 
come. I want those changes to move 
uphill, and even though some of those 
changes may grind me as an individual 
to powder, I want to have that heart 
and soul that sees, in any process of 
economic change, a move toward higher 
things. If, through the efforts of 
NRA, if that is what you care to call 
it, we shall see the elimination of child 
labor; if we shall see a more equitable 
adjudication of working hours; if we 
shall see a better understanding be- 
tween manufacturing forces and the 
forces of commerce, then I say ‘Bless- 
ings on it, may it move upward.’ Let 
us look forward‘as citizens in this day 
of economic change. We are a part of 
this move toward higher things. 

“Here is the great picture of Amer- 
ica, with all sort of wonderful things 
right before us. All it needs is for 
men and women to learn how to handle 
it in a fair and equitable way. It 
seems to me that we who have done 
so many things in the realm of 
science, so many things in the realm of 
religion, so many things in the realm 
of art, so many things in the realm of 
education, and all the things that go 
to make up life, cannot stand back and 
say we are helpless before the economic 
riddle. I do not think that is the 
American spirit. I will not take that 
for an answer. 

[TURN TO PAGE 61, PLEASE] 
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THE TURN SHOE 


SUPREME for GENERATIONS 
and ALWAYS an ARISTOCRAT of SHOEMAKING 


The smartest women everywhere 


wear shoes made by 
The Goodyear Turn Process 
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Des Moines Shoe Retailers Advertise 
Cooperatively 


Des MOINES, lowa—A plan of co- 
operative advertising which has been 
in use the past three. years by leading 
Des Moines shoe retailers to combine 
their announcements of the opening of 
the Fall season is continued this year. 
The action follows a meeting of the 
Des Moines Shoe Dealers Association, 
Aug. 29. 

Membership in the group includes 18 
of the leading shoe dealers of the city. 
H. A. Alexander of the Field Shoe 
Company is president; W. P. William- 
son of the Crandall Boot Shop, secre- 
tary-treasurer. 

A double-page spread in the Des 
Moines Tribune, arranged by agree- 
ment with newspaper’s advertising de- 
partment, will carry the individual 
comments of each store, grouped to- 
gether. A top display line directs at- 
tention of shoppers to the opening date, 
which this year is Sept. 9, suggesting 
they visit one of the stores whose ad- 
vertisements are included to view the 
new Fall stocks. 


According to Mr. Williamson, the 
agreement first reached three years 
ago to concentrate opening date adver- 
tisements of membership stores, has 
proved far more effective in the promo- 
tion of Fall sales than the earlier method 
wherein scattered notices of the differ- 
ent dealers appeared anywhere from 
Aug. 15 to Sept. 15. 

“The double-page spread made shop- 
pers conscious that the Fall season for 
purchasing footwear had really ar- 
rived,” Mr. Williamson explained, “and 
few women wished to be seen by their 
friends many days past the accepted 
opening date without new Fall slip- 
pers.” 

A year ago the Fall opening date was 


set at Sept. 3, but dealers agreed this’ 


year that extension of the unusually 
warm weather into the late August ren- 
dered that date too early. 

The association has no regular sched- 
ule of group meetings, merely coming 
together at the call of the officers when 
a problem affecting all of them is up 





Inexpensive Advertising 


BIRMINGHAM, ALA.—How many pairs 
of shoes do your salesmen wrap daily? 
How many pieces of advertising liter- 
ature could be included with shoes? 
Anyway, every pair of shoes wrapped 
at the shoe department of Parisian’s, 
Birmingham, Ala., obtains a piece of 


advertising matter on coming styles. . 


Currently, a three page folder is being 
used. 


Textile Strike Curtails 
Rubber Production 


NauGATuUCK, CoNN.— Shortage of 
woven fabrics resulting from labor 
troubles in the South, with indications 
that the national textile strike will 
make the situation even more acute, 
has necessitated production curtail- 
ment at the Naugatuck footwear plants 
of the United States Rubber Co. 

“If there is any further interruption 
in our textile supply we will be obliged 
to limit our production of heavy goods 
to customers’ emergency orders,” Mr. 
Norton said in an announcement Sept. 





DATES TO REMEMBER 


N.S.R.A. Style Conference, Hotel Astor, 
New York ................. Sept. 24, 25 
Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
| Se es Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo....Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 





1. “With present footwear prices we 
cannot afford to substitute higher cost 
fabrics in goods made for stock. The 
Gaytee and Gum Shoe departments will 
probably face a partial shutdown dur- 
ing the last two weeks of September 
unless unexpected customers’ orders 
are received.” 


To Fight Ordinance 


BuFrFaLo, N. Y.—The proposed ordi- 
nance, approved at the August meet- 
ing of the Buffalo Shoe Retailers As- 
sociation, for a 7 o’clock closing hour, 
except on Saturday and before certain 
holidays, was characterized as uncon- 
stitutional by Charles T. Yeager, 
attorney retained by a small minority 
opposed to the measure. Mr. Yeager 
declared that if the ordinance is passed, 
a test of it will be made in the highest 
courts as the opposition believes that 
the time has arrived when interference 
by government in business must stop. 
The ordinance, however, has the ap- 
proval of the Junior Chamber of Com- 
merce, and it is very probable that 
eventually the ordinance will be wid- 
ened to include a number of other re- 
tail stores in other lines. 


Striking New Store 


Los ANGELES, CALIF. — A row of 
beautiful marble columns gives an im- 
posing appearance to the new Stoner’s 








Shoe Store at Fourth Street and South 
Broadway, Los Angeles, one of the 
larger stores recently opened by the 
Aleovich Shoe Corporation. 

The columns in addition to doing 
their bit in the way of atmosphere also 
serve to mark the dividing line between 
service area and the stock shelving. 











What's 
Selling 


Florida Style Trends 


MiAMI, Fis. — White shoes are al- 
ways in demand in the south and in 
Burdine’s, Miami, 25 per cent of total 
volume is for white footwear. Of the 
other 75 per cent browns account for 
45 per cent, black for 35 per cent and 
blue for 20 per cent. Green, which 
looked for a time as though it might 
have a run, is absolutely out of the 
picture. Only a very limited business 
is being done in patents and suede has 
not been as popular as it looked earlier 
in the season. Some suedes are being 
sold and these are very beautiful com- 
binations of suede and leather. In dark 
shoes suedes approximate 40 per cent 
of the total volume. 

Ties continue to lead in popularity, 
66 per cent of sales being this model. 
A broad strap is coming into favor and 
accounts for perhaps as much as 20 
per cent of volume. Pumps are not so 
popular, only 15 per cent of volume 
running to this type. 

For evening wear the semi sandal in 
satin with metallic trim leads. The in- 
fluence of the split skirt is being felt 
in the demand for a very dressy type 
shoe with a high heel. Satin and other 
dyeable fabrics with metallic trim an- 
swer the demand. 

For semi-dress there is coming into 
favor the high riding effect with big 
buckle trim. This is sometimes refer- 
red to as the cocktail shoe. 





Fabrics Selling Well 


LOUISVILLE, Ky.—According to Mr. 
Gold of Kaufman-Straus Co. shoe 
department, fabric shoes are going to 
be a very popular type this Fall. About 
20 per cent of their sales are in fabric 
styles. They find it hard to keep stocked 
up on these shoes in fabrics and com- 
binations of fabric and leather. 

They are keeping a list of all the 
young people going to college and send- 
ing them a card with a personal touch 
about going to college and an invita- 
tion to come in and see the new shoes. 
In the children’s department a record 
is kept of every pair of shoes sold, date, 
type and size and at the expiration of 
three months a card is sent asking how 
the shoes wore, how they liked them 
and suggesting a call when a new pair 
is needed. This personal appeal in- 
creased sales about 15 per cent. 





Heavy Grain in Coast Demand 


Los ANGELES, CALIF. — A heavy, 
Scotch grain, wing tip, dark brown, 
double sole shoe with medium toe and 
very firm appearing heel, heavily per- 
forated, is leading all other shoes for 
young men at Silverwood’s, Inc., Wil- 
shire store at 5522 Wilshire Boulevard, 
according to Harry Frederick, head of 


the shoe department. Sales on this 
number, a special number with Silver- 
wood, far exceed earlier expectations. 

This shoe ties in well with heavy 
tweed trousers and the Zipper type 
tweed jackets that are proving so 
popular with the younger generation, 
Mr. Frederick states. 

The second best number on the Sil- 
verwood menu is a brown spade last 
with a Cuban heel, straight tip, medium 
sole, liberally perforated calkskin. This 
wears well with the medium heavy gar- 
ments. 

There is a steady demand for black, 
but brown is selling even better than 
it did last year or any previous year 
to the young men of the Wilshire dis- 
trict and the University section. 


Suede and Fabric Good 


CINCINNATI, OHIO — M. Aganstein, 
manager of the Irwin-Kline better 
shoes department, reports a comfort- 
able increase in business since the 
opening of the Fall season, suede and 
fabric leading in style. 


ATMOSPHERE AD 














New Yorkers, familiar enough with Saks 
Fifth Avenue as an importer of footwear 
from London, are apt to overlook our 
excellent autumn weight oxfords that we 
now present at this modest price. These 
shoes of fine calf (tan or black) are 
“lasted” by expert American shoemakers 


in a style that approximates very closely the 
lines of the highest priced imported article. 


tips or the full brogued -wing tip 


SAKS FIFTH AVENUE 


49th to 50th Street 
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New York, N. Y.—An atmosphere of 
quality is created by the distinctive script 
head and the dignified presentation of two 
small shoe cuts, in this SAKS Fifth Avenue 


ad in metropolitan dailies. 





Boosts Oxfords 


SPOKANE, WASL.—The Crescent, de- 
partment store of this city is boosting 
oxfords as the smartest shoe fashion 
for Fall. Catering to an extensive 
ladies’ trade, this store features ox- 
fords for street, shopping or sports 
wear, or day and afternoon functions, 
specializing in the sale of several pairs 
of oxfords for various occasions to the 
same customer. 
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Selling Many Suedes 


MontTcuiair, N. J.—Suedes, both in 
dress and sport shoes, are being fea- 
tured for Fall by J. Harris, oldest shoe 
store in the community, selling high 
grade shoes. Brown is the order of the 
day in the sports, with the addition to 
the suedes of heavy sport buckos and a 
few novelties in combinations of brown 
and tan. 

The dress shoes in suede are popular 
both in black and in brown, with the 
latter color finding much favor because 
of the tendency toward brown shades 
in dresses and coats. 





Effective Patent 
Leather Contrast 


PORTLAND, ORE.—A warm reception 
is noted for the gabardine shoes at 
Lipman Wolfe’s. These first Fall ties 
in such shades as Navy, Brown and 
Black, composed of gabardine and 
shiny patent leather contrasting 
against the cloth, have proven highly 
effective as “first loves” of the forth- 
coming Fall season. 





Blue Kid Good 


CINCINNATI, OHIO — Al Yeargin, 
manager of Baker’s Vine street store, 
reports that blue kid shoes have been 
extremely good this season with brown 
and black suede also excellent sellers. 
This second Baker’s Cincinnati store, 
which opened in June, has enjoyed 
splendid patronage since its opening 
day. The high heel Oxford has been 
an extraordinarily good selling shoe. 


About People 


When in the West... 


Fort WorTH, TEXAS — While here 
helping to install the Bostonian line 
of shoes at Washer Brothers, Eighth 
and Main Streets, Forth Worth, Texas, 
Charles H. Jones, Jr., vice-president of 
the Bostonian Shoe Company, and Lloyd 
J. Curby, treasurer of the company, 
took time enough off to have their pic- 
tures taken in cowboy regalia, even to 
the long-discarded “two guns.” They 
wanted the pictures to show friends back 
East. The pictures also appeared in 
the Fort Worth Star Telegram, show- 
ing the local cowboys how an Eastern 
Executive looks as one of them. 

According to Mr. Curby, one reason 
for placing the Bostonian line in Fort 
Worth at Washers’ was that they are 
expecting a heavy pickup in retail busi- 
ness here this Fall. 








Appointed Assistant Buyer 


CINCINNATI, OHIO — William G. 
Steinhardt, who has been with the 
Smith-Kasson Company for four years, 
has just been appointed assistant buyer 
for their children’s shoe department. 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
aeaeammmeerm™ this feature. The last is grooved so that the insole saddle pupewas " greg 
~ fits perfectly into the recessed section of the last. pete 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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Selby Explains Code Stand 


[CONTINUED FROM PAGE 28] 


given no indication of a desire for a 
new code, and it is also true that the 
criginal draft of the proposed new code 
was prepared wholly at the instance of 
the Recovery Administration. But, 
since this draft has been submitted by 
the Recovery Administration to the 
Code Authority for consideration, the 
Deputy Administrator in charge and 
his assistants have worked in the ut- 
most cooperation with the representa- 
tives of the Code Authority for the in- 
dustry, with the hope of perfecting a 
code which might prove to be an im- 
provement upon the one now in force. 
At no time has there been any indica- 
tion of an attempt to force this new 
code upon the industry, and the attitude 
of the Board of Directors of the Nation- 
al Boot and Shoe Manufacturers Asso- 
ciation at their recent meeting was that 
even though it be granted that the pro- 
posed code might be an improvement on 
the old in some respects, yet the dis- 
turbance to the industry of promulgat- 
ing, interpreting and enforcing a new 
code at this time would greatly out- 
weigh any possible advantages that 
might be derived therefrom. 

“It is furthermore unfortunate that 
there should have been read into the 
action of the association, or the inter- 
views following, criticism of the con- 
tacts of the Code Authority for the shoe 
manufacturing industry with the desig- 
nated representatives of the NRA. 
Quite on the other hand, the relations 
have been excellent. 

“Three deputy administrators in suc- 
cession will have had charge of the code 
for the shoe manufacturing industry— 
General C. 'C. Williams, Colonel Roscoe 
S. Conkling and Colonel Harry S. 
Berry. These men have been highly 
competent, painstaking and diligent in 
the interests of the shoe manufacturing 
industry, not alone from the standpoint 
of government, but management and 
labor as well. Any handicap to the in- 
dustry from this source arises from the 
lack of continuity incident to the chang- 
ing personnel, and the absence of prior 
experience with the intricacies of the 
shoe manufacturing business. 

“The action of the Board of Directors 
of the National Boot and Shoe Manu- 
facturers Association was not in any 
way based on personalities, but took its 
origin from other conditions. Since the 
inception of the National Recovery Act, 
a vast organization has been quickly 
built up in Washington, composed of a 
personnel of thousands of people, few 
of whom have had any personal experi- 
ence in the management of a given 
industry. Executives in the shoe manu- 
facturing industry have spent a lifetime 
in mastering the requirements of the 
business. They have in recent months 
devoted much of their time away from 
their own plants in a patriotic effort to 
cooperate in advancing the preparation 
and enforcement of the shoe manufac- 
turing code. They naturally look 
askance at the expansion or repetition 








of this work without compensating 
gains to the industry. 

“Shoe manufacturing at the moment 
is in the doldrums and at such a time 
especially, the continued drift of Gov- 
ernment into business is both startling 
and depressing. 

“The organization of NRA is vast 
and complicated. The codes are multi- 
tudinous in number and of infinite 
variety as to requirements. Business 
administration during a depression is 
always difficult and with the whole in- 
volvement constantly becoming more 
complex, it appeared to the directors of 
the National Boot and Shoe Manufac- 
turers Association that simplification 
was indicated. And, if simplification is 
to come, it was strongly recommended 
that all code provisions of all kinds be 
eliminated except the basic ones of 
maximum hours, minimum wages, and 
the prohibition of child labor.” 


Trade 
Doings 


Fall Footwear Celebration 


TACOMA, WASH.—Fall footwear will 
soon be on parade here, with bombs 
bursting in the air, and stirring march- 
ing strains. This manner of Fall open- 
ing, with leading shoe merchants play- 
ing prominent roles, will be held 
next Wednesday evening. Previews of 
the Fall fashions in footwear will be 
revealed as the department stores and 
shoe stores draw aside their curtains. 
Many of these have promised novel 
displays. Official opening will be 
promptly at 7.30 p. m., by the bursting 
of bombs overhead and immediate out- 
pouring of music from the broadcasting 
band. Display departments of the shoe 
stores have outdone themselves and 
unprecedented crowds are expected to 
throng the thoroughfares in front of 
the window glasses that will mirror 
Fall’s footnotes. 





Portland Showings 


PORTLAND, OrE.—Staging a daylight 
display and opening of Fall Fashions, 
the Portland footwear and clothes 
dealers departed from previous custom 
of evening revues and drew large 
crowds to their spectacular showings. 
In the daytime parade of fashions, 
darker tones, warm browns, blacks and 
grays predominated. New shoes are of 
major interest in Milady’s wardrobe. 
Perforations, ties, Cuban heels, gabar- 
dine and other cloth fabrics were well 
out in front of this September parade 
which introduced new styles ahead of 
the first falling leaves of Autumn. 

Meier & Frank of this city intro- 
duced the new Claybrooke, Jr., shoes 
for boys in its boys’ shoe section on the 
second floor, in 12 new styles, the shoes 
being designed for youngsters’ rough 
wear, and included orthopedic styles. 
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Trade 
Literature 


Catalogs Acknowledged 


Among the interesting new Fall 
catalogs that have recently come from 
the press are the following: 

Walter Booth Shoe Company, Mil- 
waukee, Wis., featuring in stock lines 
of Crosby Square, Posture Foundation 
and Walter Booth shoes. 

The Walker T. Dickerson Co., Co- 
lumbus, Ohio, featuring Archlock and 
Arch-Relief shoes, with an interesting 
introductory article by Mr. Dickerson 
entitled, “This Shoe Business. in 
Retrospect and in Prospect.” 

The Juvenile Shoe Corporation of 
America, St. Louis, Mo., featuring its 
lines of Dude Ranch Camp Mocs, 
Mountain Hiker, Kewpie Twins and 
National Park Sport Walks. 

Craddock-Terry Company, Lynch- 
burg, Va., featuring its complete Fall 
and Winter lines of “Shoes for the 
Whole Family.” 

Natural Bridge Shoemakers—Billi- 
ken Shoemakers, Lynchburg, Va., divi- 
sions of Craddock-Terry Company, fea- 
turing Natural Bridge shoes for women 
and Billiken Tru-Posture shoes for 
boys and girls. 

Bob Smart Shoemakers, Lynchburg, 
Va., a division of Craddock-Terry Com- 
pany, featuring Bob Smart Shoes, Bob 
Smart Health Shoes and Sir Walter 
Shoes for men, also Bob Smart Juniors 
for boys. 

Milius Shoe Company, St. Louis, Mo., 
featuring this company’s Fall shoes for 
women, for delivery from stock. 

M. A. Packard Co., Brockton, Mass., 
featuring Fall and Winter styles from 
stock in The Packard Shoe. 

George D. Witt, Lynchburg, Va., 
featuring men’s, women’s and _ chil- 
dren’s shoes for Fall and Winter. 

Herbst Shoe Mfg. Co., Milwaukee, 
Wis., featuring Herbst Tom-Boy Shoes 
for boys and girls. 

Teeple Shoe Co., Waupun, Wis., 
featuring men’s shoes for Fall. 

Nunn-Bush, Milwaukee, Wis., fea- 
turing stock styles for Fall and Winter. 

George E. Keith Company, Compello, 
Brockton, Mass., featuring Walk-Over 
Women’s shoes in stock for Fall and 
Winter. 

Boot AND SHOE RECORDER expresses 
its appreciation of the courtesy of the 
above firms in sending copies of their 
catalogs for our files. 





Selling C. T. Shoes 


Boston, Mass.—L. V. & E. U. Bur- 
dett are spreading a new sample line 
of shoes from the Craddock Terry fac- 
tories in Lynchburg, having recently 
become sales representatives of that 
firm. They have been selling shoes 
from their offices at 183 Essex Street, 
Boston, since they gave up manufac- 
turing in Lynn. 
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| Trade | " ' 
| Literature 7s ow 9 ing 


Issue Fall Catalogs 
l F New YorkK—Orthopedic Shoes, Inc., 

















































L has recently completed distribution of 

1 Fall catalogs of the complete lines of 

. Ground Gripper, Cantilever, Physical 
; : Culture and Dr. Kahler shoes. 

L Such well-known Ground Gripper fea- 

tures as the flexible arch, the rotor heel 

; and the straight inner-line; the anterior 

' arch support of the Physical Culture 





silient arch of the Dr. Kahler line are 
identical with or developed from fea- 
‘ri tures that were incorporated when these 
i old brand names began. 

. The catalogs this year are in a some- 
, : what different form than usual, allow- 
| i ing for complete inspection of the entire 
line at once. 


| To Issue Stock 


NEwakRkK, N. J.—Linnet’s Shoes, Inc., 
retail, has been incorporated and au- 
thorized to issue 1000 shares, no par 
value stock. David H. Krasner is reg- 
' istered agent. 


of Obituary 
| P. E. Hyde 


ATLANTA, GA.—The body of P. E. 

Hyde, proprietor of the Bona Allen 
Shoe Store, 1 Peachtree Street, was 
found dead Friday morning in his 
automobile a mile and a half from 
Chamblee, Ga., where he made his 
home. A piece of pipe was attached 
to the exhaust and extended into the 
body of the car, and it is presumed 
that death resulted from inhaling car- 
bon monoxide gas and was a case of 
suicide. In addition to owning the 
Bona Allen Shoe Store, Mr. Hyde was 
proprietor of the Rosemary Creamery. 
He had been reported missing since 
Wednesday evening, September 5, and 
it was believed that he had been kid- 
napped. 


Charles E. Miller 


PORTLAND, ORE.—Charles E. Miller, 
a resident of Portland for some 50 
years, died at his home here at the age 
of 75. 

For a number of years Mr. Miller 
was connected with the pioneer retail 
shoe concern, Eggert Shoe Company, 
and with the W. J. Fullam Company. 
He was also a partner in the East Side 
shoe firm of Dalton & Miller. 


Isaac Brown 


SEATTLE, WASH.—Isaac Brown, 67, a 
resident of Seattle since 1888, and asso- 
ciated with the retail shoe business for 
some eight years thereafter, died at his 
home here after a lingering illness. 


| 
4 line; and the cupped heel-seat and re- 
] 








PAT. OFF. 


The world’s smoothest shoe salesman 


Thousands of shoe retailers who bought Trimfoot because 
it yields 100% as a profit-making accessory now recognize 
that it is most valuable as an aid to shoe sales. 


When callouses and metatarsal pains interfere with the 
smooth progress of a sale, they resort to a new type of T.O. 
—the T. O. (turnover) to Trimfoot—and the difficulty dis- 
appears. 

More than 75% of women and a sizeable percentage of men 
are tortured by metatarsal pains and callouses. You are 
severely handicapped in efforts to sell these customers. 


They fail to realize that the fault is with their feet—not with 
your shoes. 





When your customer complains, “I like the shoe —but it 
doesn’t seem to fit,” slip in Trimfoot and save the sale! 


A SUPER SALESMAN 


In stores where Trimfoot has been given the chance to work, 
it is not merely making and saving sales — it is also speeding 
up sales, it is minimizing returns 
and complaints, and building new 
business by word-of-mouth. 





Any intelligent salesman can fit 
Trimfoot successfully and quick- 
ly. Simply try in the shoe to 
check exact position of the met- 
atarsal. Pull off paper protecting 
adhesive and apply. Once ap- $ 

plied, Trimfoot sticks in position List Price 62 
for the life of the shoe. 





Dozen Pairs 


Order a few trial pairs now! Write to- Retail Price $] 00 
day for the Free booklet, ““Here’s How.” Poir 


WIZARD COMPANY 
ST. LOUIS, MO. + + + WALSALL, ENG. 
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Men's Shoes 
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Women's Shoes 


SO Oe 6 ee Ee 


KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 
4 IN STOCK 
Y Wo, 196 Stak IV 
“4  WVAUGHAN-TOWLE CO. (\%4 
WAKEFIELD, MASS. 


Vv 
Vv 
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Children's Footwear 


6 6 Oe Fe eS 





MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles. ..0-8 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Wend for In-Stock 
Catalog 





MRS. DAY'S IDEAL BABY 
OE CO. 
Leeust St. Danvers, Mass. 
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Hosiery Protectors 


6 8 Or ee 


STOCKING HEEL PROTECTORS 


To introduce our patented one-piece Stocking 
Protector we are offering 


@ ONE DOZEN FREE @ 


with every six dozen ordered before October 
20. This protector is contoured to fit the heel 
and will not wrinkle or slide out of shoe. 










Send for FREE Sample 


$1.60 Dozen 
$18.00 Gross 


QUALITY PRODUCTS 


ORN & BADGER CO. 
CLEVELAND - ~~~ OHIO 





| 
| 








China Kid—Perennial Puzzle 


Boston—China kid sales start soon. 
And thereby is a problem for shoe mer- 
chants, also, shoe manufacturers, and 
tanners, too. China skins may be high- 
er, also, scarcer. Nobody knows for 
sure. Always a gamble are the marts 
of China. And they supply a large part 
of the 50,000,000 goat and kind skins 
that American tanners make up an- 
nually into leather for footwear. 

China has had its floods. Some were 
in the goat raising regions. Inhabitants 
took to the trees. What happened to 
the goats? Nobody knows for sure. 
The only thing to do is to wait and 
see how many rafts of goat skins the 
traders bring down the rivers to the 
ports of China for the auction sales. 
These rafts float on inflated goat skins, 
and are loaded with packs of goat skins. 
Ladies who wear shoes of kid never 
realize the struggle that the tanners 
have to get supplies of skins for their 
shoes. 

While this country has had an abun- 
dance of hides, because of the drought, 
and the slaughter of drought cattle, 
China has had its floods and scarcity of 
goats. One of the complexities that are 
always bobbing up in business! 

Besides, China has its bandits whe 
sometimes interfere with shipments of 
skins from farms to the interior to 
ports of the ocean. And China also 
has its wars, which always interfere 
with the raising of goats and the gath- 
ering of goat skins. It sure is a puz- 
zie. But the American tanners must 
have 50,000,000 skins annually, so that 
folks will have shoes to wear. 

American buyers have to bid against 
English buyers, also French buyers, 
and others who are getting into the 
goat skins industry strong. The rate 
of exchange enters into the matter, and 
an explanation of it is beyond any 
ordinary discourse. The American dol- 
lar, the Mexican dollar, the English 
pound sterling, and the French franc 
all buy China skins. And it may be 
that the Chinese, also, the Japanese, 
are buying and tanning on their own 
account. 

China supplies many of the 50,000,- 
000 skins that American tanners buy 
annually in the markets of the world. 
They are good, even of the best, and, 
also, betwixt and between. The buyers 
are not sure what they get until the 
skins come over seas, and are unpacked 
in the tanneries. They may be heavy 
with hair. They may even have claws 
on them. Or they may be of the hest. 

It’s a great gamble, this China kid 
market, 





Celebrates Opening 


PORTLAND, ORE.—The C & H Family 
Shoe Store was spectacularly opened 
recently in this city, at the corner of 
Morrison and Park, in the center of 
the downtown trading area. Two 
artistic entrances through two ex- 
quisite facades give the prominent cor- 
ner store two addresses, 802 Southwest 
Morrison, and 715 Southwest Park, 


BOOT AND SHOE RECORDER, September 22, 1934 





thus catering to the flow of traffic on 
both busy streets. The newest family 
shoe store of the Oregon metropolis 
brings Buster Brown shoes to the chil- 
dren and six famous national lines of 
shoes to their parents. Many Port- 
landers participated in the opening 
celebration. 





S. B. Morse Elected 
Vice-President 


- 





SOUTHWOOD B. MORSE 


St. Louis, Mo.—Southwood (Woodie) 
B. Morse has been elected vice-presi- 
dent of Brauer Bros., shoe manufactur- 
ers at the last meeting of the board 
of directors. 

Mr. Morse has been with the corpora- 
tion for the past seven years, starting 
in the cutting room and working in all 
departments of the factory. After 
three years on the road, he was made 
salesmanager a year ago. Now he 
spends most of his time on the road, 
traveling with the firm’s salesmen. The 
styling of the line and advertising, also 
come under his able jurisdiction. 

The current phenomenal success of 
the “Tango Pump” with its traveling 
window display was in a large measure 
the result of the publicity and promo- 
tion planning of Mr. Morse. Plans are 
now under consideration for an aggres- 
sive Spring selling campaign. 





Panor Shop Remodeled 


The Panor Shoe Shop, 217 South 
Sixteenth Street, Omaha, Neb., has 
been completely redecorated with the 
lower side walls in pastel green and 
panelings trimmed with gold. The 
ceiling is ivory and the upper side 
walls buff. The chairs are of ebony 
stripped with brilliant red trimming. 
Window fixtures are of a modernistic 
design. 
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Store 
Changes 


Bigger Store for Better Business 


WASHINGTON, D. C.—Adhering to the 
axiom “you must prepare for business 
to get it,” the Wm. Hahn & Co. is now 
engaged in remodelling and expanding 
its men’s shoe store at Fourteenth and 
G Street, Washington, D. C., to triple 
the floor and window space. When the 
work is completed, this store will un- 
doubtedly be one of the finest exclu- 
sively men’s stores in the country. 

It will be finished in walnut panels, 
with partially concealed ceiling lights. 
It will have individual beige leather 
upholstered chairs, and a green carpet. 
All stocks will be kept in the storage 
room, equipped with shelving space to 
handle some 5000 pairs of shoes. 

The management expects to abandon 
its present basement sales room, which 
becomes unnecessary with the increased 
space. It is also believed that a base- 
ment does not harmonize with the gen- 
eral atmosphere and personality of 
such a store. 

This exclusively men’s store was 
opened by the Hahn company about 
nine years ago, and has proved to be 
a real money-maker. 

Adolph Siegel, manager of the store, 
has been with the company for years. 
He is a believer in good shoes for men, 
especially sport shoes on which he has 
concentrated. Mr. Siegel also has been 
able to push men’s hosiery, and he of- 
ten steps out of his strictly men’s store 
role, on special occasions, to display 
and sell the better grades of women’s 
hosiery. He has found that men ac- 
tually buy hosiery for their women folk 
more than is usually believed. 

In addition to this men’s store, the 
Hahn company has in Washington an 
exclusively women’s store on F Street, 
three family stores, and a women’s de- 
partment in Frank R. Jelleffe, Inc., 
women’s specialty store. It also has a 
family store in Baltimore, and a shoe 
department in Bonwit Teller, women’s 
apparel store in Philadelphia. 

Harry Hahn, president of the com- 
pany, declares his firm feels a distinct 
business upturn is imminent. His com- 
pany, however, has enjoyed a good year 
thus far, the sales being substantially 
above those for last year. 





New Shoe Department 


OmaAHA, NeB.—A de-luxe shoe de- 
partment has been incorporated in the 
new Browning King store which opened 
September 10 in Omaha, Neb. Charles 
Lawe will be the manager. He was 
formerly with Browning King before 
the fire which destroyed their building 
several years ago. Since that time he 
has been with Alperson’s. 

The new store will feature French, 
Shriner and Urner shoes, and will 
carry Walk-Over shoes in the lower 
price line. Prices will range from $5 
to $14. 
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Opens Children's Department 


MouNT VERNON, OHIO—With the re- 
cent opening of a children’s shoe depart- 
ment on the third floor of the J. S. Ring- 
walt store, a customer can now outfit 
her child from head to foot on one floor 
and establishes one of the most complete 
children’s departments in central Ohio. 
The new department is in charge of 
Miss Betty Burgess who has had seven 
years of shoe fitting experience. A full 
line of children’s shoes is carried. 


New Liberty Store 


BuFrraLo, N. Y.—The Liberty Shoe 
Co. has taken a 10-year lease on the 
four-story building at 583 Main Street 
at an aggregate rental approximately 
$100,000. Occupancy will be taken by 
the company after some _ extensive 
alterations have been completed. When 
this store opens about September 22, it 
will be the eighth Liberty shoe unit 
in the Buffalo district. 








Moves Quarters 


BALTIMORE, Mp.—The children’s shoe 
department of The Hub has been re- 
moved from the main floor of the Fay- 
ette street building to the fourth floor 
where it is occupying much larger 
quarters. The Hub is now featuring 
for its juvenile footwear clientele Flex- 
Eze orthopedic health shoes for both 
boys and girls, at prices ranging from 
$4 to $6. These new health shoes are 
made by the makers of Simplex Flex- 
ies, long exclusive juvenile footwear at 
this store. 


Buys Store 


York, Pa.—Richard S. Anthony, has 
purchased the stock, fixtures and good- 
will of the shoe store conducted at 18 
Baltimore street, Hanover, Pa., near 
here, by the late David M. Anthony, 
his uncle. The young Mr. Anthony will 
continue to conduct the store at its 
present location. 


GOOD DISPLAY 
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| is a special price 
for the Moorland 


an English oxford, of fine black or 


brown calfskin, made expressly for 


THE MAN'S rt 
i ‘3 Pe, ! / 
fame Fifth Ave at 38th St. 


New York, N. Y.—A lasting impression 
is made on the reader by repetition of 
this style of display ad by Lord and 
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HANNAHSON’S 
PERFECT FITTING 


S oI, 
©Ovening CQ Se 


We Stock a Most Complete Line 
of Evening Sandals at Popular 
Prices. Send for Complete In- 
Stock Bulletin. 






BONNIE 


R1054 Genuine Silver Kid............... $3.35 
72 Last, Narrow Toe, 20/8 Louis Heel 


R1454 Black Velvet, Patent Stripping... .$2. 
R1456 Black Kid, Patent Stripping...... 2. 
R1458 Brown Kid 


82sssss8 


i 
R1462 Black Faille, Silver Kid Stripping. 2. 
R1464 Black Velvet, Silver Kid Stripping. 2. 
R1466 White Faille, Silver Kid Stripping 2. 
R4168 Black Faille ...........2--0-e0ee 2. 
R4170 White Faille ...............-+0. 2 
42 Last, Medium Toe, 1914/8 Louis Heel 





R1040 Black Faille, Silver Kid Stripping .$2.35 

R1042 White Faille, Silver Kid Stripping 2.35 

R4162 White Faille, Satin Stripping.... 2.00 

R4164 Black Faille, Satin Stripping..... 2.00 
72 Last, Narrow Toe, 20/8 Louis Heel 


SUNRAY 





R1094 Genuine Silver Kid.............. $3.35 
R1090 = Faille, % Stripping Gold 
Cadhaee ewes edge ase keeas cane 2. 
R1092 — Faille, % Stripping Gold 
RE Kdddeddncadesecevedccscioes 2. 
R1096 White Faille, % Stripping Silver 


d 5 
R1098 Black Faille, % Stripping Silver 
2.51 


R4120 White Faille .................... le 
42 Last, Medium Toe, 19%/8 Louis Heel 





R1095 Genuine Silver Kid...... ........ $3.35 

Ween INO OMEN. conc ucavusindacaaned 2.00 

OTHE WN WON oi oc co.cc ce weencxaia ¥ 
47 Last, Medium Toe, 16/8 Jr. Louis Heel 


All above styles carried AA to C widths 
Our white fabrics are specially treated for dyeing 


Send for IN-STOCK BULLETIN 


Terms 2% 10 days, Net 30 F.O.B. Factory 


PRICES SUBJECT TO CHANGE WITH- 
OUT NOTICE 


HANNAHSON’S SHOE CO. 
HAVERHILL, MASSACHUSETTS 
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Spats 


- Complete 


1934 selection of fabrics, 
styles and sizes IN STOCK 
FOR IMMEDIATE DE- 
Liv git Write NOW 
for mples and prices. 
The Wi liams pr. Co., Fay 
Portsmouth, Ohio. 





BOND 
STREET 
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Dancing Shoes and Taps 


Oa i al le ee 





e 
In 
BLACK CALF 
PAT. LEATHER Stock 
* 


a-pow & 
$1.55 Ae Tih -2 
= QOweENS SHOE CO. = 


—— 28 Goodhue St., Salem, Mass. 








BALLET SLIPPERS 


Right and Left Lasts. 
Black Kid 
Ne. 600—Top Grade 
Wom. Miss Child. 
$1.35 oe 30 TN. 25 


Wom. Miss Child. 

$1.20 $1.15 $1.10 
BROOKS SHOE MFG. Co. 

Swanson and Ritner, Philadelphia 
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Bowling Shoes 


6 6 


Professional 
BOWLING SHOES 
PRICE 
Women's Oxfords— 

$2.25 5¢ less 
Combination Soles 
Right Foot 
Rubber Sole 
Rubber Heel 
- Left Foot 
Buckskin Sole 
a" Heel 


ROOKS SHOE MFG. 
euenne & Ritner Sts., Philadeiphia 





No. 224 
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Wear Well Shoe Co. Expands 





MELVILLE THALHEIM 


New York—The Wear Well Shoe 
Company, 141 Duane street, wholesal- 
ers of juvenile novelty footwear, will 
celebrate 15 years of successful busi- 
ness by moving Oct. 1 to larger quar- 
ters at 138-140 Duane street. Four 
floors of the new building will be oc- 
cupied giving them much more space 
than they now have in their present 
quarters. 

Sidney Thalheim is president and 
sales manager and Melville Thalheim 
is treasurer, buyer and style creator. 
This firm was founded by the two 
brothers in 1920. The Wear Well Shoe 
Company recently opened new offices 


September 22, 1934 





SIDNEY THALHEIM 


in Philadelphia, Pa., and Pittsburgh, 
Pa. Salesmen cover the whole East 
and parts of the Middle West. 

The company is represented in the 
different territories by the following 
men:—Sam Lipschitz,.New York City; 
Harold Abramson, Brooklyn; Charles 
Meany, Long Island; Herbert Brand- 
auer, Philadelphia and vicinity; Harry 
Rhodes, Eastern Pennsylvania; Lee 
Roth, Pittsburgh and Western Penn- 
sylvania; S. Shapiro, Connecticut; C. 
Choden, Detroit and Michigan; Mike 
Schneiderman, New Jersey; B. Klein, 
New York State and B. Morse, Balti- 
more and Washington. 








Fall Increase in Cleveland 


CLEVELAND, OHIO—A heavy Fall de- 
mand started the last week in August 
in the three stores of the Stone Shoe 
Co., according to J. Harold Roberts, 
manager. The new activity, he says, 
followed a dull month generally 
throughout most of the country. 

Suedes have been going strong, says 
Mr. Roberts, while kid and gabardine 
cloth have both been in demand. The 
distinct surprise was in blue kids 
which have been much more popular 
than we expected. 

In men’s shoes he advises that dark 
browns, which have been inactive for 
some time, are showing a marked in- 
crease. The early September turnover 
at Stoness is ahead of the same period 
in 1933. 





Business Good in Mississippi 

JACKSON, Miss.—“It looks like this 
will be our biggest year in the shoe 
department,” says H. P. Walker, man- 
ager of The Emporium shoe depart- 
ment. 

“So far this year,’ Mr. Walker 
added, “we have shown a 100 per cent 
gain, due to better conditions through- 
out Mississippi. With 14-cent cotton, 
business looks real good. The cool 
weather of the past 10 days has made 





Fall business open up with a rush for 
new Fall footwear. We stuck with 
quality merchandise throughout the 
depression and this policy is now pay- 
ing us dividends, as people will come 
as far as 200 miles to trade with us, 
due to quality shoes. We find $8.50 
and $10 our best price ranges.” 





Trostel Appoints Poole Company 


CINCINNATI—B,. C. Poole Company 
has been appointed sales representa- 
tive for Trostel leathers in this terri- 
tory, it was dnnounced by Albert 
Trostel, Jr., vice-president of Albert 
Trostel & Sons Company, Milwaukee, 
one of the country’s largest and lead- 
ing tanners. 

“The appointment of this well-known 
company,” Mr. Trostel said, “is in 
keeping with a general program of 
expansion, and of an 80-year Trostel 
policy to give shoe manufacturers the 
best possible service representation.” 

Substantial gains in sales of Tros- 
tel leathers are reported. New leath- 
ers for spring will be shown at the 
Annual Leather Opening, Hotel Astor, 
New York City, September 24 and 25, 
where Trostel will have a special ex- 
hibit at Booth No. 36. All shoe manu- 
facturers, dealers and others interested 
in fine leathers are invited. 
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Ask Revision of Shoe Code 


BuFFALo, N. Y.—The New York 
State Shoe Retailers Association, be- 
fore adjournment of its convention 
here on Sept. 11, went on record in 
opposition to the proposed plan of the 
Federal Emergency Relief Administra- 
tion to manufacture leather and shoes 
for relief purposes from drought hides. 
The resolution adopted was as follows: 


RESOLVED: That as we are op- 
posed to the Government entering into 
business in competition with retail shoe 
merchants, shoe manufacturers and 
tanners, we deplore the reported pro- 
posed plan of the United States to 
manufacture leather and shoes under 
the direction of the Federal Relief 
Administration. We believe such action 
would be ill-advised, as there are a 
great many shoe distributors in New 
York and other States who would be 
adversely affected, in our opinion, if 
the manufacture of leather, shoes, etc., 
should be undertaken by the Govern- 
ment rather than through the present 
natural and normal channels of trade. 
We furthermore believe that the pro- 
posed Federal plan is impractical from 
a technical standpoint as well as unfair 
to the shoe and leather industries of 
the United States. 

Among the other resolutions adopted 
by the association were the following: 


RESOLVED: That we as shoe re- 
tailers appeal to the shoe manufactur- 
ers and jobbers for a sincere revision 
of their Code regarding terms, dates, 


etc. To the end that a fairer set of 
codes and a more equitable adjustment 
of them be arrived at as speedily as 
possible. We retailers believe that a 
closer bond of fellowship is necessary 
to preserve (in a changing order) the 
best tradition and practices of the shoe 
retailers and trade as a whole. 


RESOLVED: That we view with 
hope the efforts that are being made 
to bring all conflicting ideas together 
regarding a United National Style 
Show, in the hope that it will lead to 
further plans for cooperation and 
friendly working together to solve our 
common problems. And that our thanks 
are hereby extended and acknowledged 
to the officers of the Manufacturers 
Association and N.S.R.A. officers in 
their work thus far. May it succeed 
abundantly. 

RESOLVED: That we extend to our 
Director, Charles H. Barton, our sym- 
pathy in his illness and our gratitude 
for his past interest and our earnest 
hopes for his recovery. 

RESOLVED: That we are deeply 
indebted to our speakers and to Chair- 
man Irving Bauer, Director Harry A. 
Gibson and Harry J. Deters, and the 
Buffalo Association who so ably ar- 
ranged and conducted this convention. 
To the management of the Statler 
Hotel for its cooperation and favors, 
and to the salesmen who gave their 
time and money to be with us, in many 
cases without any financial return 
whatever, and to all the officers and 


committees who helped to make this 
16th Convention a success. To the 
Buffalo Shoe People we are deeply 
grateful for their welcome and look 
forward to returning at some not dis- 
tant day to be their guests again. 


Obituary 


Charles E. Miller 


PoRTLAND, ORE.—Well known from 
a half-century in the shoe business, 
Charles E. Miller died at his home on 
Talbot Road here the other day. This 
veteran of Portland’s shoe trade was 
born in Racine, Wis., but came to 
this city 50 years ago and entered the 
shoe business. His first venture was 
a shoe business partnership with his 
brother-in-law, Herbert C. Dalton, on 
the East Side of the city. Later he 
was employed by W. J. Fullam and the 
Eggert Shoe Co. He stood high in 
fraternal circles, being very active as 
a Mason and member of the W.O.W. 


John Hinds 


NEWCOMERSTOWN, OHIO — John 
Hinds, 66, who had been engaged in 
the retail shoe business here for sev- 
eral years, died recently as the result 
of influenza. His widow, two sons and 
a daughter survive. 




















DISON 


47 ST. JUST WEST OF B'WAY 
Y oO R K °® 


GENERAL MANAGER 
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JOHN b. HORGAN 


e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


© Sun - Ray Health Lamps 
© New York’s Newest Hotel 
© In the Heart of Times Square 
© Five Minutes to 50 Theatres 
© 1000 Rooms e 1000 Baths 
© 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


e Extremely moderate rates— 


Single from $2,50 day 
Double ” 
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OUR FOUR LINES of men’s shoes carry 
the stamp of expert Union American shoe craftsmen. 
Each of these lines have distinctive selling features, 
and are fashioned from fine American materials; and 
our merchandising helps on each line make your win- 
dow-display-appeal effective. 


AUTHENTIC AMERICAN 


SHOE MANUFACTURING 


We help you to meet the 


GROWING DEMAND 
ION MADE DRESS FOOTWEAR 


shoe retails from $7.50 to $9.00 
shoe from $6 to $6.50 
shoe at $5.00 
shoe at $4.00 


retails 


ICAN EAGLE 


The franchise 
for your town 
may be open. 

» 

Details and catalog 

on request. 






COMPANY 


1$ CON S IN 
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Riding Boots 


a A i ee i Re he le eel 


A comPtere sem ae SryLas IN 
STOCK AND CUSTOM MADE 


Riding, Conboy ond | Lece Boots ) 
H. J. J JUSTIN & SONS, Inc. 








Men's and Women's 
Slippers 


SO 6 6 6 8 hh OP 6 Ee 





Piece. 
The nationally known traveling slipper 


NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 
and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 
with envelope case....... $1.50 pr. 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 











EVANS’ SLIPPERS A 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock A 
Send for Catalog 
No. 1435R 
Tan Kid. A 


Bs a Turned. 
5-13. C. D.-EE. 


$2.40 







A 
A 
A 
A 
A 
A 


L. B. EVANS’ SON CO. A 
Wakefield, Mass. 








Schmitz Made Manager 


DaLLAS—E. M. Kahn Company has 
been awarded the exclusive Dallas 
agency for Stacy-Adams shoes, Lau- 
rence §. Kahn, president, has an- 
nounced. 

A. K. Schmitz, for many years 
Stacy-Adams salesman for the Leon 
Kahn Shoe Company, more recently 
with the E. M. Kahn organization, has 
been named manager of the new Stacy- 
Adams department. 


BOOT 


Shoe Store of 1634 





SALEM, Mass.—A shoe store of 1634 
was opened up in Pioneer Village here, 
to do. business for a couple of days, so 
as to show visitors a glimpse of the 
changes of the swift passing years. 
Harry Harpel, of the Harpel-Phillips 
Shoe Co., managed it. Custom shoe- 
makers from the Turcotte shops made 
the shoes. None were sold. It was 
merely an exhibition of the ways of 
the shoe trade of 300 years ago. 

This store of 1634 was of the house 
style. And the house is of the cave 
style. It’s built into the side of a hill, 
like Robinson Crusoe’s hut. 

The sides, the front and the roof 
are made of logs chinked with clay. 
The sides, and roof, are covered with 
bark, like tanners use to keep out the 
weather. The front is thatched. The 
floor is covered with rushes. The 
chimney is of crossed sticks chinked 
with clay. That was the style of 
stores, as well as of dwellings, in 1634. 
Just imagine making and selling shoes 
in a place like that. 

There’s no show window. In fact. 
the only window in the building is a 
little one, with panes of oiled paper. 
The shoemakers couldn’t see to make 
shoes inside. Nor could visitors be 
accommodated. So they moved their 
seat outside, in to the sunlight by the 
door, and there they plied their trade, 
which was doubtless as was done in 
olden days. A shoemaker’s seat, as 
elders well know, is the bench on which 
the shoemaker sat as he worked, his 
tools, leather and supplies being on 
either side. 

Often did the shoemakers have to 
pause in their work, and answer ques- 
tions that were asked by curious folks. 
Searcely one amongst them ever had 
seen shoes made by hand. They 
wanted to know why this and that was 
done, and how this or that leather, or 
supply was made. It’s surprising how 
a display of actual shoemaking can 
start the bump of curiosity to itching. 

This shoe store of 1634 was one of 
several stores that were opened up 
by Salem merchants in Pioneer Village. 
One dealt in fish, another in books, 
another in spectacles, yet another in 
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jewelry, and so on. It was one of the 
pageants that are given each week end, 
or holiday, in Pioneer Village, to show 
the changes in American life. They 
attract a goodly number of people from 
far and wide. 


Looks for Trade Increase 


SEATTLE, WASH.—A new retail out- 
let for men’s shoes is the new Littler 
store opened after Labor Day in the 
Hotel Olympic of this city. This new 
branch of the gentlemen’s apparel shop 
of A. A. Littler at 417 Union street 
will, like the original, feature Johnston 
& Murphy men’s footwear in numerous 
new lasts. 

Fred Satoris, connected with the 
original Littler store since its estab- 
lishment, has been named as the mana- 
ger of the branch opened by the men’s 
wear and men’s shoe retailer, following 
extensive business trips through the 
country during which he states he has 
found a wave of business recovery 
sweeping toward the Coast. He and 
his associates “are confident that the 
time is ripe for the business man to 
put into action the plans of develop- 
ment which have been held in abey- 
ance.” L. G. Heinlein is in charge of 
shoes for the Littler organization. 





Launches New Programs 


New YorK — With Ralph Kirbery, 
N.B.C. dream singer, and Harold Levey, 
well known composer and conductor, as 
featured entertainers, the Mohawk 
Carpet Mills have launched their new 
series of Treasure Chest radio pro- 
grams over a nation-wide N.B.C. net- 
work every Thursday and Sunday af- 
ternoon. 

The Thursday program is designed 
primarily for the housewife and is 
divided between musical selections and 
talks on interior decoration and its ap- 
plication to the average home. Martha 
Lee Cole is heard on each program dis- 
cussing decoration and James Meighan, 
nephew of the screen star Thomas 
Meighan, tells something each week of 
the romantic history of rugs and the 
changes which have been made in them 
through the ages. 

Miss Cole also speaks on the Sunday 
programs, but, these, a half hour in 
length, are devoted mainly to music 
and are directed at the general public. 

Kirbery is well known to radio audi- 
ences and he has won a large following 
through his late night programs. He 
has also been featured on several com- 
mercial series. His debut on the Mo- 
hawk program came exactly three years 
after his first broadcast. 

Levey was for many years a protege 
of the late Victor Herbert and con- 
ducted the orchestra for many of 
Herbert’s best known successes. His 
own compositions include such Broad- 
way successes as “The Clinging Vine,” 
“Lady Billie’ and “Magnolia Lady.” 

The new series is a continuation of 
the Treasure Chest programs which 
won a wide following last spring. 
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yet vitally important 
to the appearance and 
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7 THE QUALITY BOX TOE 
: | U/C 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Play Shoes 
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The New MONDL welt “PLA-SHU” 





shoes and oxfords for «misses, little gents, boys, 
growing giris. Made on the new UCO process, lock 
stitched. No staples or tacks. 
SS IN-STOCK 
‘ 8-11; 11%-2; 2%-6 
Cc, D. In Elk, side 


or new seal grain. 
Black or brown. With 
or without shark tip. 
Waterproof, chrome 


bend soles. 
Popular priced Hy- 
gienic Health Shoe. 
Made over BROUWER’S “PLA-SHU”’ circular 
i sent on request. 


research Last No. 8. 
Write for Samples. 


MONDL MFG. CO. Oshkesh, Wis. 
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Shoe Trees 


Ee 


QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 
SELF ADJUSTING 


A Gentle Squeeze 
laserts or Remo 


“wee lex 
SALES PLAN co. 


59. NORTH MICHIGAN AVENUE: CHICAGO ILL 











Quality Footwear Increase 


CINCINNATI, OHIO—W. E. Newbold, 
owner and manager of the Newbold 
Bootery, Inc., featuring I. Miller Shoes, 
says that “this season has evidenced 
more than ever that quality foot wear 
is coming to the front, more so than at 
any time during the past five or six 
years. Especially has this been true 
since the adoption of the Shoe Fashion 
Guild, which insures the purchaser of 
an exclusive style shoe against its being 
copied by the manufacturers of cheap 
shoes. It also insures the merchant of 
reorders on style shoes thereby giving 
him a longer run on a particular pat- 
tern. This is, of course, of paramount 
importance to the merchant,” 

“Suede,” said Newbold “is the out- 
standing material, but fabric has played 
a nice part for an ‘in between season 
shoe.’ They have been especially good 
for wear with tweeds. Green, in both 
suede and fabric at from $12.50 to 
$14.50 has been a high style color, brown 
following. Blues have been good also.” 
Newbold reports that even during the 
extreme heat of August the Bootery has 
enjoyed a nice increase in business. 
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Plan to Process Drought Hides 
Abandoned 


[CONTINUED FROM PAGE 15] 


“Mr. Hopkins said: ‘I am convinced 
that it is to the interest of the govern- 
ment that the hides not be sold or pro- 
cessed at this time.’ 

“This decision is a victory for the 
entire shoe trade. Prompt cooperation 
of all interests in the trade undoubtedly 
went far toward securing this favor- 
able result. The volume and logic of 
the protests lodged immediately with 
the government were indeed impressive 
to all officials concerned, from Hyde 
Park down. 

“On Thursday, the National Retail 
Code Authority adopted a resolution in- 
troduced by Mr. Melville, and trans- 
mitted to the President and Adminis- 


trator Hopkins, strongly opposing the 
entire plan. This was the first rec- 
ommendation on policy outside of NRA 
which the Authority has made to the 
Government. 

“A large share of the credit for Ad- 
ministrator Hopkins’ decision should 
undoubtedly go to the Manufacturers’ 
Committee which met with Mr. Hop- 
kins Friday: Mr. Roger Selby, Presi- 
dent of the National Boot & Shoe Man- 
ufacturers’ Association; Mr. Fred A. 
Miller, President of the Miller-Jones 
Company; Mr. Charles F. Johnson of 
the Endicott Johnson Corporation; Mr. 








Modernization in Seattle 


SEATTLE, WASH.—Unlike old wine in 
cobwebbed bottles, glittering new shoes 
cannot be vended in spidery stores. 
Shoe merchants appear to be finding 
this out this Autumn more than at 
any other season in the past, and are 
staking fresh financial outlays on the 
Upturn. Spirit and atmosphere of 
modernity is being captured in fine 
new settings that conform to the new 
styles of Fall footwear themselves. 

Architectural beauty of a new or- 
der for instance, is blossoming in count- 
less Fall settings in Seattle shoe shops. 
Shoe stores and shoe departments have 
built new backgrounds, staged new 
settings, and even constructed entire 
new stores for the attraction of new 
Autumn business in the Pacific North- 
west metropolis. 

Among the new creations in Seattle 
is Armstrong’s university district shoe 
store, going big along University Way, 
close to the college campus of this 9,000 
student co-educational institution— 
while many other stores in the down- 
town district have magnified their 
merchandising of shoes through mod- 
ernizing of settings. 

Foremost of the downtown stores, 
Since it is beautiful in the extreme, may 
be mentioned Frederick & Nelson’s 
Seattle unit of the Marshall Field Co., 
with all the merchandising power this 
great organization implies. In connec- 
tion with the quarter million dollar 
improvement program being carried out 
this Fall, is the glamorous new shoe 
shop for women’s and children’s trade 
on the first floor. 

Its feet in the path of progress, 
“Frederick’s”, as the big Seattle store 
is familiarly known to many folk, has 
expressed that inner urge which al- 
ways keeps leading stores in the fore- 
front of the parade: 

“It is our pride that Frederick & 
Nelson is never a finished building, a 
store forever incomplete because to 
lead we must constantly add, constantly 





J. O. Ball, Managing Director of 
NBSMA.” 
improve. Whatever helps us to serve 


our customers more efficiently, to bring 
new services and goods to them more 
conveniently, that is the guiding 
thought of our planning. . . Forever in- 
complete, constantly moving forward 
. .. the tradition of a great and far- 
flung organization . . . leadership in 
keeping, not merely abreast, but ahead 
of the times.” 

While the echoes of these remarks 
are still reverberating, other Seattle 
stores have come forward with mod- 
ernization and beautification programs, 
face-liftings and renovations, and an- 
other important retail shoe outfit and 
department store announces that $100,- 
000 will be spent by it on new “up-to- 
dateness” in its various departments. 





New Morton Store Opened 


NEw HAveEN, Conn.—Morton Shoe 
Stores, Inc., New England retail chain, 
has opened its second Connecticut store 
at 819 Chapel street, this city, featur- 
ing women’s shoes and hosiery ex- 
clusively. Bennett Cornell, assistant 
manager of the Hartford store since 
it opened last Fall, is manager of the 
New Haven unit. 

The front of the new store is con- 
structed of black fluted glass and 
stainless steel, with deep windows and 
a large Neon sign, while the interior 
is finished in birdseye maple and gum- 
wood. Manager Cornell was assisted 
at the opening by Edward Marcus, 
manager of the Hartford store and 
district manager for Connecticut and 
Rhode Island. 

Besides the Hartford and New 
Haven outlets, the Morton chain oper- 
ates units in Providence, Pawtucket 
and Arctic, R. I., and New Bedford, 
Lowell and Taunton, Mass. Main 
offices are at 212 Essex street, Boston, 
Mass., and the officers are M. Narva, 
president; J. Narva, treasurer, and 
M. Gilbert, secretary, general manager 
and buyer. 




































A Bie 
































BOOT AND SHOE RECORDER, September 22, 1934 








OTEL 





SHOE 





You will like the 
atmosphere and 
convenient loca- 
tion of the 


VICTORIA 


7th Avenue at 5Ist 


NEW YORK 


1000 ROOMS ... . AND WHAT ROOMS 
THEY ARE. BRIGHT AND AIRY. EACH 
WITH PRIVATE BATH AND RADIO 


$2.50, $3, $3.50 Single 


Roy Moulton, Executive Vice-President & General Manager 


CHIROPODY offers an attractive 
profession to those interested in entering the practice 
of this branch of medical science. 

Illinois College of Chiropody and Foot Surgery is now 
in its twenty-second year as a leading educational 
institution in this specialized field. Three year course 
leading to degree of Doctor of Surgical Chiropody. 
Three buildings, wide recognition, scientific equipment, 
eminent faculty of chiropodists, physicians, surgeons, 
chemists and orthopedists. Excellent clinical facilities. 
High school education or the State Department of 
Education equivalent required for entrance. For bulle- 
tin write the Registrar, Dept. 2254. 

Illinois College of Chiropody and Foot Surgery 
1327 North Clark Street 





ILLINOIS COLLEGE 


OF CHIROPODY AND FOOT SURGERY 


Tar a TC 
a _ 


Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 
treated annually. 





Chicago, Illinois 

















Find Out Where You Fit 


[CONTINUED FROM PAGE 46] 


“I think the challenge of life today, 
to the great American soul, is to find 
the answer; not the Russian answer, 
not the German answer, not the Italian 
answer, but find an answer to the eco- 
nomic riddle that is fair to all economic 
factors of life, so that out of it will 
come a greater American life and all 
the fine things that send men, women 
and children to the heights. 

“How shall we think in a day like 
this? Let us face the light, even 
though it be dark. Let us take up our 
courage and challenge the future cnce 
more. Let us use all the human force 
we can lay our hands on. There are 
men and women in our trade right 
near us in this meeting. Let us assume 
definite elements and believe every one 
is right until we find they are wrong, 
believe they are fine and move uphill 
rather than move down. 

“One final word, and it is this: If 
there is anyone in this room who be- 
lieves we are going back to ‘the good 
old days,’ I believe you will change 
your mind. It is not in the cards. I 
know not what the order of today or 
tomorrow is going to be, and no man 
knows, but I will make you a prophecy, 
and you can watch it work out. There 
will be more and more laws, more and 
more legislation, more and more eco- 
nomic changes will come. Life is a 
great social unit. Man is the keeper 


of his brother. We must move to- 
gether. We cannot live, as human be- 
ings, like we used to. That is going 
to be the order of the coming day. I 
do not know how it will be worked out 
in law, but we are not going tov go 
back to ‘the good old days.’ ” 





Stresses Prevention Angle 


SANTA ANA, CALIF.— “The trouble 
with too many foot comfort shop pro- 
prietors is the fact that they appeal 
wholly to those with foot troubles,” 
says Richard A. Bradford, proprietor 
of the Dr. Reed Shop at Santa Ana, 
Calif. 

“I conceive of a foot comfort shop 
as a place where foot trouble is pre- 
vented as well as cured or relieved, 
and at the present time more than fifty 
per cent of my customers never have 
had a moment of foot trouble. When 
I opened the shop the majority of 
those coming came for relief, but as 
the business developed that percentage 
changed largely through the type of 
service I give and the type of appeal 
I make. Two days each week, Tues- 
days and Fridays, the customers are 
free to come in and use the vibrator 
on their feet and that free service is 
represented as preventive more than 
corrective. 

“We have to designate certain days 
or we would be crowded week in and 
week out. This service, naturally 


enough, helps maintain a continuous 





contact with customers and gives op- 
portunity to impress them with the idea 
of foot comfort. We do not neglect 
style, but always have on display shoes 
that would please any woman. The 
foot comfort specialist who makes a 
curative or corrective appeal only is 
losing half of his possible number of 
customers.” 


Opens "Foot Relief" Store 


PORTLAND, ORE.—Harry F. Goldstein, 
who has been most prominent in the 
shoe field during the past 20 years, has 
epened a modern “Foot Relief” shoe 
store at 821 Southwest Morrison Street. 

In his new shoe emporium Mr. Gold- 
stein will feature the Dr. Hiss Classi- 
fied Shoes—Arch Relief and Arch 
Lock, manufactured by Walter T. 
Dickerson Company of Columbus, re- 
tailing at $8.50 and $9.50; also the 
Ault Shackford Air Tread shoes selling 
at $5 and $6; thus carrying really four 
complete stocks, each of a different 
type. 

A feature which has brought many 
customers into the store is the Classi- 
footmeter, a_ scientifically controlled 
mechanism that classifies the feet ac- 
cording to the various types, and in 
addition showing measurement of the 
foot for length and width to the one 
hundredth of an inch. 

Ernest Kron, for several years asso- 
ciated with Mr. Goldstein, will continue 
his connections as assistant manager. 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


PRICE TAGS AND ARROWS, WHICH EXPLAIN SHOE FEATURES 



















SEPTEMBER 


and the bay Season opens 
56 Here ale 


SOME NEW 
Party Sandals 














































SEPTEMBER 





Feature Pointers Designs tones of green an aed 
i t 
INFORMATIVE ARROWS point out visible and ae ae Sn eee 
in-built values. They are gracefully and securely Size: 8” x 14” 


placed with the aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of your mer- COMPLETE TEXTS 
chandise with PRECISE information through your sent on request 
windows. You can turn a window shopper into a 6 eanlle~SBemeste Shane 
sure customer by pointing out the quality fea- 2 cards—Men’s Shoes 
tures of your shoes. 1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service, 

Fitting, Quality, Ee. 


Single Cards: 60¢ each 
Without Text: 35¢ each 








The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 


September price tick- 
et—same coloring as 
above show card. 














12 dozen (printed or blank)..... $2.00 
6 . = 7 decves 1.10 
ee oe ee 0.25 To non-show card sub- 
scribers at prices 
SPECIAL: i . 
, Sonat listed below. 
ONE GROSS ARROWS AND ONE GROSS Arrow Sales Messages, 
POLLY CLIPS...... @ ONLY $5.00 on request. Size 1%” x 234” 














i 















1345 








1693 











mah | 


3 Orange “7”; Orange and “O”: Rose design 








































































wiv barcad'datl  Srgesuabgr'on Morn: als ine FOgnyc™ PYIeh grees Sign geo liek tam eouevess 
Trees. Size 1%” x 2%” 
RB nc.0c0ccnn 
Attractive Hand Lettered Price Tickets . a 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK .— eV 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 Price..........- 
WITH STORE oe tickets @ “poe — @ $5.00 
“J”—Polly Clips for tickets: gross $2. 
(adjustable—tilts at any angle) 1 gross $4.00 sansacunconale 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 on” 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 











Ineludes 


ping center. 


display suggestions each month. 





HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 





These modernistic 
holders take any 
. size card. They 
harmonize with 
the finest of win- 
dow display fix- 
) tures. 





. tiiliend 
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SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 






nt lt dineenenemen eel 


_Atrspecnmecrase susie anise” 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 



















Annual Display Card Service 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 


STORE WINDOW BULLETIN, supplies merchandising and 


Select the Service You Wish— 


Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with September, for card service 
NG@ie cccceaes » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
SNS os veein ss blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


b COREE Wecex: > nee » nee » Rae . eee . Re 
SMB INGE. 65605255 CeCoecdieccceceedeetecnceueeeas 
CRG sii aids Ree ees CoRR eee ae 
CGEM EDO bc sicicadacrddatdestadunenaud deaeeedenees 


ee ee) 4!) ) ee 
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CLAWIFIED ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. . 8 























SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 





HORT sidelines 
footwear. Liberal commissions. 
tory and lines now working regularly. 
dential. Box 534, Charleston, W. Va. 


fast-selling popular-priced 
State terri- 
Confi- 





OR SALESMEN: An unusual opportunity is 

offered salesmen to carry on the side a line 
of 36 samples of Women’s featured shoes, light 
weight construction, made by old established 
concern making high grade shoes; all carried 
in stock; particularly anxious for Southwestern 
connection. Line may be retailed at $6.50. 
Address D-850, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


ELL known Work Shoe and Leather Boot 

manufacturer, starting out for Spring busi- 
ness soon, will consider changes in following 
territories: Indiana, Chicago, Miss., Ala., Ark., 
East Mo., Mich., So. Wis.. Virginia, So. Texas, 
Greater N. Y., Kans., Ohio, Del., Md. <Ad- 
dress D-852, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


WANTED: Salesman to carry medium priced 
line of women’s Licht Weight Welt Shoes 
on strictly commission basis in conjunction with 
another non-conflicting line in the following 
states: Minnesota, Wisconsin, North Dakota, 
South Dakota, Ohio, North Carolina, South 
Carolina, Tennessee, Kentucky, Arkansas, Ala- 
bama, Louisiana, Mississippi. Address D-853, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








POSITION WANTED 


APABLE shoe salesman with 15 years’ suc- 

cessful experience selling men’s, women’s 
and children’s shoes, desires position in shoe 
or department store. A-1 references. Salary 
secondary to opportunity. Address D-856, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











SHOE STORE WANTED 





YOUNG man desires shoe store. Must be 
bargain. Willing to pay cash. Address 
D-854, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








Successful Shoe 
Publicity Man Available 


Experienced shoe advertising 
man with highly successful 
background is interested in 
making a connection with 
some aggressive organization 
where past training with in- 
itiative will help to build a 
bigger, more profitable busi- 
ness. Has produced all types 
of National and local advertis- 
ing. Can handle any size job. 
Highest grade references. 


Address D846 Care 
BOOT & SHOE RECORDER 
238 W. 39th Street, New York, N. Y. 











ERCHANDISER—experienced in merchan- 
dising, control, and sales promotion of women’s 


shoes. Knowledge of chain store control and 
systems. College graduate. Excellert refer- 
ences. Address D-858, care Boot & Shoe 


Recorder, 239 West 39th Street, New York, 
Nat, 





BUILDING A CORRECTIVE DEPT? 


I can make your Corrective Dept. suc- 
cessful and profitable. Have had ex- 
pert training and practice and can 
produce results. Many years’ experi- 
ence in shoe business, practipedist 
since 1918 working with many Doc- 
tors on corrective treatments. Prefer 
working in large far western city, 
such as Spokane, Seattle, Portland, 
San Francisco, ete. Best of refer- 
ences. Capable and industrious. 
Address D-855 Care 
BOOT & SHOE RECORDER 
239 W. 39th St., New York, N. Y. 











High grade _ salesman with 
twenty years’ selling experience 
calling on the Shoe Manufactur- 
ing Trade in New England Ter- 
ritory, is interested in obtaining 
the Selling Agency for Products 
of Merit. Can supply best of 
references as to character and 
ability. 
Address D-857, care 


BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 

















BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 
Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 











Tickets to London Fair 


The Shoe & Leather Fair Society, 
Ltd., of London, England, has kindly 
placed at the disposal of BooT AND 
SHOE RECORDER a supply of tickets of 
admission to ‘the 35th International 
Shoe and Leather Fair, to be held in 
Royal Agricultural Hall, London, Oc- 
tober 8 to 12. These tickets are avail- 
able for use of any RECORDER readers 
who may be planning to attend the 
fair, and may be had on application 
to BooT AND SHOE RECORDER, 239 West 
39th Street, New York City, N. Y. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. u 













































HOTELS 








In New York. a hotel 
moderate in price 
and convenient 
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: pone 1N COLONIAL ae 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 
@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 
@ Good food... you'll enjoy our meals 
prepared by women‘cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 

I. M. WIESE 


ees! 
| 
Motel * anager 


Herald Square 


116 WEST 34th STREET - (Opposite Macy’s) 
NEW YORK 
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Kewpie Pleases Kids 


SAN BERNARDINO, CALIF.—A big 
Kewpie doll 28 inches tall is used to 
center both case and window displays 
of children’s shoes in Campton’s Shoe 
Store here, 339 E. street. 

Just inside the door, where you meet 
it as soon as you enter, is a glass case 
34 inches high, 32 inches wide and 12 
inches deep. The front and two sides, 
as well as the top, are glass, but the 
back is opaque. The doll has the cen- 
tral position in this case and the kiddy 
shoes are displayed on both sides of 
her and on top of the case. The pro- 
prietor finds this display getting more 
attention from the children than any 
other he has ever used. 

A similar doll with a similar ar- 
rangement of merchandise always 
clicks as a window display, he states. 


Shoe Store Incorporates 


SPRINGFIELD, Mass.—The Bootery, 
Inc., for the sale of boots and shoes 
has been incorporated and authorized 
to issue 100 common shares no par 
value. Officers are: President, John 
Hoffenberg; treasurer, William E. 
Rivers, 240 Norfolk street, Springfield, 
end Sylvia M. Figoni. 





Correction 


Through an error, a recent news 
item regarding the convention of the 
New York State Shoe Retailers Asso- 
ciation referred to William Warren 
Smith as advertising manager of the 
Buffalo Evening News. Mr. Smith is 
sales and advertising representative of 
that newspaper. 


Dr. Clybourne Joins Lockwedge 


CoLuMBus, OHIO — The Lockwedge 
Shoe Corp. of America, Inc., has an- 
nounced that Dr. Harold E. Clybourne, 
of Columbus, has accepted the office 
of director of professional relations for 
the corporation. 

Dr. Clybourne has practiced in Co- 
lumbus for a number of years and 
specializes in treatment of the feet. 
His surgical practice in bunion opera- 
tions brings many patients to Colum- 
bus from distant points. 

Dr. Clybourne has been a member of 
the special group, formed within the 
membership of the American Osteo- 
pathic Association, to conduct study 
and research on foot problems and 
shoes. 


Ault-Williamson Anniversary 


AUBURN, Mge.—Ault-Williamson Shoe 
Co. is this month celebrating its twen- 
tieth anniversary and dedicating it to 
the founder of the business, Charles 
Ault. During this twenty years the 
company has built an outstanding busi- 
ness on turn footwear and has achieved 
an enviable reputation, not only on the 
basis of its products, but in the ser- 
vice and cooperation it gives to retail 
merchants who sell its shoes. The com- 
pany has received many expressions of 
felicitation and good will, occasioned 
by the attainment of this milestone in 
its career of successful progress. 


Change Closing Hours 


CANTON, OHI0o—Retail shoe stores 
here have returned to normal closing 
hours. Stores close now at 5.30 daily 
except Saturday when the 6 o’clock 
closing is effective. 





New Omaha Department 


OMAHA, NeB.—A new shoe depart- 
ment was opened at Lord’s store for 
women, 316 South Sixteenth street, 
Omaha, Nebraska, on September 8. 
A. P. Neer will have charge. This 
department will specialize in women’s 
footwear, including pumps, sandals, ox- 
fords and novelty step-ins. 

This expansion of the store was part 
of the first anniversary developments. 
Because of the splendid response of 
the buying public accorded this store 
the management has announced that 
the store will embrace a more complete 
line of women’s and children’s wear of 
every type. 











WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsbeim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks ef shee: 
trem mpnufacturers, jobbers or retallers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 














New Foot Health Store 


Des MoinesS—On August 31, news- 
papers here carried advertisements an- 
nouncing the opening of a new Foot 
Health Headquarters for this city. Lo- 
cated at 306 8th Street, the shop is 
modern in every respect, featuring a 
complete foot comfort service for men, 
women and children. Ground Gripper 
and Cantilever Shoes are carried ex- 
clusively, so that the shop, according to 
its manager, W. S. Durbin, has facili- 
ties to care for almost every type of foot 
ailment. 

An advertising program running 
throughout the year has been started to 
promote this newest link in the Foot 
Health Headquarters’ Plan, sponsored 
by Orthopedic Shoes, Inc. 


Remodels Store 


Lynn, Mass.—J. Musinsky & Sons 
have remodelled their store at 292 
Broad Street. This is a family shoe 
store. One department has been fitted 
up for men, another for women and a 
third for children, all on the street 
floor. The shoe renovating and repair- 
ing department is in the basement. 

Furnishing and fitting throughout 
are of modernistic design. The old 
place scarcely knows itself. The build- 
ing is occupied entirely by J. Musinsky 
& Sons. 

Joseph Musinsky, founder of the 
firm, started to retail shoes 35 years 
ago, so doing after working in a shoe 
factory. His sons, Benjamin and Ja- 
cob, are associated with him. Al Sil- 
verman is in charge of orthopedic 


fitting. Louis Lipman is in charge of 
the women’s shoe department. 
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To 
Our Advertisers 
In This Issue 





Next Week 


JN next week's issue of BOOT AND SHOE 

RECORDER we tell the story of the Joint 
Styles Conference and Leather Opening for 
Spring, to be held at Hotel Astor, New 
York, on Monday and Tuesday. 
long look ahead in these days to talk of 


It seems a 


Spring styles now, but orderly planning 
means planning far enough in advance to 
make sure of satisfactory results. So you 
will wish to know what the style people, 
representing apparel, leather and shoes, are 
thinking about Spring fashions in order that 
you, too, may lay the foundation of sure 
knowledge that will result in right selections 
when the time comes to buy. 

This Style Conference promises a pro- 
gram of unusual interest, and next week's 
RECORDER will publish a full report of the 


proceedings. 
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The Key to a 
Bigger Men's Shoe Business 


= VITALITY HEALTH 
SHOES for FALL 


First of all, the sound, all-leather quality in Vitality 
Health Shoes delivers the good-looking and long- 
wearing value that men /ook for and go for. 


Second, their wide range of sizes and widths.and their 
scientific lasting mean satisfied feet for their wearers 
and satisfied customers for you. 


Third, there is the right element of style for the man 
who is particular about his foot-appearance. 


Fourth, an adequate In-Stock service assures sustained 
volume on your popular patterns. 


Then, too, on the grounds of mark-up alone, Vitality 
Health Shoes deserve the consideration of every pro- 
gressive merchant. 
Vitality Health Shoes are also featured in an attractive and 
well-rounded Boys’ line. Their smartness and solid leather 
quality offer strong competitive factors in winning the younger 
trade. Complete widths and sizes are carried In-Stock. 
VITALITY SHOE COMPANY »* ST. LOUIS 
Branch of International Shoe Co. 


BOYS’ WOMEN’S CHILDREN’S 
AAA to G AtoE AAAA to EEE Come ae 
Sizes 5 to 14 Sizes 1 to 6 Sizes 2 to 11 Priced to size 
2t 


$5 and $6 $4 and $4.50 $6 and $6.75 ‘° 
Vitality Growing Girls’ and Thrift Grade Shoes for Women. . $5.00 


CODE 


ZpOOvbasy 
SEIN 


(Ga } 
Health Shoe 





tora 

TTF Wetpetjee, 

7 VTA TUE 

LON gig CAN. tee 

ie’, Chad afb. Ue 
7 ” 


edt as, 
CE ae 

Wp ines CE 

$b lgn CLIT TT) 


Z 
TAS 


Mgnt 
4) 














\" 


ASUINNUL BVINVASE WN 








S; PERFORMANCE 


- - - dont expect it from beginners! 


1e well-organized sport and business, ability must be 
proven before responsibility is entrusted. 


Managers are swamped with applications from those who 
believe they “can make the grade” and who certainly would 
work for lots cheaper. But their worth is never tested 
overnight, nor even in a single season. Someone must pay 
for the conditioning of a recruit; for the development of 
ability. 


That’s a fundamental to remember in buying leather, too. 
Don’t expect satisfaction all along the line from leather 
which you’ve grabbed for its price alone; especially stock 
lacking a record of dependable performance. 


There’s a real double play behind every skin of “THE 
WHITEST WHITES.” Specialization, with highest de- 
gree of customer satisfaction, and volume, efficient produc- 
tion that insures genuine values. 


UU a 


White LEVOR washable kid is the profitable, 
box-office attraction for the entire trade! 


G. LEVOR & CO., INC. 


Tanners over 58 Years 
GLOVERSVILLE NEW YORK 


"TES WiEITEST WiElltrss” 
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WOMEN'S ARIEL CROQUET — a strikingly graceful and beautifully styled Ariel 
appeal to women who like fine things. 





MEN'S ARIEL CLOG—ample protection on damp WOMEN’S ARIEL FOOTHOLD—a light, stylish toe 
days.Verylight. Fits snugly overspats. Doesnotgap. rubber that is easily the finest of its type. men really like. It fits a surprising number of lasts. 
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EASY TO LOOK AT. . . EASY TO WEAR .. . EASY TO SELL 


Bali-Band feather-weight, unlined, satin - finish 
Ariels are instantly popular wherever shown. Men 
and women are both enthusiastic about such an 
improvement over old-style rubbers. Ariels are so 
attractive that even when worn over the finest shoes 


there is no loss of trim appearance. An exclusive, 


patented construction insures a snug fit without 
gapping. A demand that increases each year proves 
that dealers find Ariels are fast-selling and unusually 
appealing to their customers. They stimulate rubber 
sales, add to profits, and, at the same time, build 


customer good-will. Send for complete information. 


MISHAWAKA RUBBER AND WOOLEN MFG. CO. 


280 Water Street 





Mishawaka, Indiana 





When writing advertisers please mention Boot and Shoe 


Recorder 
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MEN'S ARIEL SANDAL—at last a rubber that 
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PAYMENT ON YOUR 
DISHONESTY TAX! 


Li to3 tof your Sales 





RITE out a check for your “Dis- 
honesty Tax’? — the Tax you pay 
Make it payable to 
The amount— 


without knowing it! 
your dishonest salespeople. 
1% to 3% of your total sales. 


That’s what dishonesty is costing you, just 
That’s 


what you can save through Prevention! 


as surely as if you paid by check! 


Wittmark Service System, Inc. 


Builders of Personnel 
LR. 
250 West 57th Street 


us. 


New York City 


Available in Every City in the United States 


Willmark prevents dishonesty by constantly, 
persistently checking back on the activities 
of your salespeople — detecting the dis- 
honest — disclosing and enabling you to 
correct violations which lead to dishonesty. 
Willmark voids your dishonesty payments, 
gives you positive assurance that 100 cents 
on every dollar will be properly recorded 
and turned over to you! 


Send literature explaining how Willmark 
will prevent dishonesty in my store, and 
quote rates for your service, if possible, 
without obligating me in any way. 


Name............ 
: Firm Name sf 

| Number of Salespeople 
' Address 
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THE TURN SHOE 


SUPREME for GENERATIONS 
and ALWAYS an ARISTOCRAT of SHOEMAKING 


The smartest women everywhere 
wear shoes made by 
The Goodyear Turn Process 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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ARE YOU GETTING ANY VOLUME IN CHILDRENS SHOES, HENRY ? 


YES, JACK, WERE DOING 
EXCEPTIONALLY WELL NOW. 
THE POLL-PARROT LINE 
AND R.J.&R:S ADVERTISING 
SET-UP HAS CERTAINLY PUT 
OUR CHILDREN’S SHOES 
ON THE MAP. 


ai, 
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ROBERTS, JOHNSON & RAND 


BRANCH OF INTERNATIONAL SHOE CO. 





AN ADVERTISEMENT BY THE 











ST. LOUIS, MO. 
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NEED Fr sREWEDGE! 


If you sold only left shoes, you’d hardly expect to fit your 













customers perfectly—yet many shoe stores try the equally 
impossible task of fitting “inflare” shoes to every foot. 
Specialists tell us that eight out of ten normal feet are 
“outflare.” For these “outflare” customers Florsheim has 
designed the Flarewedge. By being able to offer better fit 
and greater comfort than these customers have known 
before, you’re assuring both present sales and future 
patronage. Be ready for every man — sell Florsheims. 


[ nN Stock THE GARFIELD with Flarewedge —black calf 
S-509; medium shade brown calf S-510. 


TO RETAIL AT 
Most Styles 75 


LORSHEIM °->" 


SHOES with Llaewedge 


THE FLORSHEIM SHOE COMPANY e@ Manufacturers 








CHICAGO 


When writing advertisers please mention Boot and Shoe Recorder 
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